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Price 25 Cents 
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WASHERS 
REFRIGERATORS 
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IRONERS 
OIL BURNERS 
CLEANERS 
AIR CONDITIONING 
TABLE APPLIANCES 
LIGHTING 


Defeating Summer... 


—is one of the functions -of the appliance in 
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lishing Compan 
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>? 
| cool of air-conditioning. @ In summer, our goo¢ are at their 
peak of usefulness; in summer our customers should buy med. 


Step-saving 
dairy rack 


Indirect 
interior 
j lighting 


e new Normatic cold control 


Appealing beauty, exclusive features, 
highest standards of quality, completeness of 

lines, liberal margins, dollar values that attract the 
consumer, sound merchandising and advertising 
policies, a nation-wide service organization, and quick 
turnover of small stocks made possible by quick deliveries 
from wide-spread Apex Warehouses... these are the essen- 
tials that have sent sales of Apex Cleaners, Washers, 
lroners, and Refrigerators soaring to new high levels. 


Sales of Apex Washers for the first half of 1934 were the 
largest in Apex history. Pyramiding sales of the new Apex 
B82 Deluxe Cleaner prove conclusively that with the 
right price and the right kind of product dealers can sell 
cleaners at a profit and without the worry and expense of 
maintaining the old-time specialty organization. 


Steadily increasing demand for Apex lIroners indicates 
that this overlooked source of profit is beginning to get 


defrosting 
tray 


Press-toe 


door opener 


Portable 


service tray 


Above: 


Apex Deluxe Refrigerator 


1935 Model DTL8 


the attention that it warrants ... from trade 

and public alike. While orders for the hand- 

some new 1935 models of Apex Refrigerators 

continue to arrive in undiminished numbers, with 

every indication that banner business will be main- 
tained throughout the summer and into late fall. 


1934 bids well to be the greatest year that the electric 
appliance industry ever has witnessed. And Apex dealers 
are getting their full share of this profitable business 
because retailers that sell the full Apex line not only have 
a nationally known product and a price leader to feature 
each season of the year but also an appliance for every 
purse and purpose. 


Write immediately for prices, discounts, catalogs, etc. 


APEX ROTAREX CORPORATION = Cleveland, Ohio 


West of Denver In Canada 


APEX ROTAREX MANUFACTURING CO. THE ROBERT MITCHELL CO., LTD. 
Oakland, California Montreal, P. Q. 
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The 


in the history of the 
electrical appliance business 
has there been such an attack on 
the problem of mass selling of mer- 
chandise and service as has de- 
veloped since the first of this year. 
As far back as anyone can re- 
member a commonplace of conven- 
tion papers and trade articles has 
been the inadequate saturation of 
our market and the ineffectiveness 
of our effort for mass volume. The 
writer has sat through many hours 
of such speeches in which pictures 
were drawn of the potentially avail- 
able business—hundreds of mil- 
lions of dollar volume in devices 
and billions of kw. hrs. Everybody 
has always agreed that there was a 
swell opportunity, but there was al- 
ways a hitch in getting something 
done about it. In fact, there were 
three hitches: the first was rates, 
the second was the price of the 
goods, and the third the terms of 
sale. But now rates are being cut, 
price reductions on new models 
in refrigeration and ranges are 
announced, better and cheaper 
financing is on the way. 


RATES 


It has been the contention of the TVA 
that lower rates will stimulate use to the 
point where lower rates become profitable. 
This idea is by no means original with 
Mr. Lilienthal. Utility men have rec- 
ognized it for years. But they have been 
up against a loss in the period between 
rate reduction and the actual increase in 
load. Because utilities have had to earn 
dividends they have had to take these 
steps with caution and have been reluctant 
to take a heavy loss in advance of return. 
This consideration, however, has not 
weighed with the government project, and 


. the drastic reduction in rates and the broad 


financing of appliance sales has come with 
much publicity and drama. 


MODELS 


The sale of the so-called 
TVA models under the long 
term financing plan has 
hardly gotten under way, 
and yet the first reports in- 
dicate a tremendous public 
response, not only for the 
lower priced special models, 
but in increased sales of 
standard goods. The trade 
is eager to learn whether 
the low prices of the equip- 
ment or the low rates for 
current are responsible for 
the results reported. From 


the observations: of men on the ground it 
would appear that no one factor is re- 
sponsible. Lower rates are unquestion- 
ably of great importance. People will use 
more electricity when they have to pay less 
less for it. Reducing the prices of desired 
home equipment is a factor, but may prove 
in the long run less important than the ex- 
tension of easy terms with low monthly 
payments. In fact the payment terms may 
be first in importance. 


FINANCING 


T. K. Quinn, at Atlantic City, made a 
powerful plea for setting up local financing 
and collection with and through power 
companies. Such a system will cut the 
cost of installment finance and permit 
monthly payments to be reduced to a 
point where a vast and waiting public can 
buy. This portion of Mr. Quinn’s speech 
is reproduced in this issue of ELECTRICAL 
MERCHANDISING, and deserves the close 
study of utility men and of every merchant 
in the appliance business. 

It is only necessary to look at recent 
figures on incomes to realize how com- 
pletely right Mr. Quinn is. For instance, 
some figures just published in the St. 
Louis Post Dispatch show that in St. Louis 
only one family in six paid a state income 
tax, which means that but one family in 
six earn more than $2,000 a year. Now 
consider that St. Louis is an industrial 
city, certainly up to the average in wages 
and incomes, with a population of 205,000 
families, and you get a revealing picture 
of where our market lies and where our 
development must take place. 


BIG ONES, TOO 


Please don’t take it that we believe the 
refrigerator market is all going to below 
hundred dollar units at two dollars a 
month. We emphatically do 
not. Present volume at 
present or better price levels 
can be maintained. We are 
confident, on the one hand, 
that a great new market for 
the new low-priced high 
quality refrigerators can 
now be served. And that 
the sale of these models in 
volume will have beneficial 
results in reducing rates, in 
making electric refrigeration 
more and more universally 
used and in stimulating the 
need and demand for larger 
refrigerators. Furthermore 
we have hardly begun to 
develop additional business 
from present owners. 


Month 


THE DEALER 


Mass merchandising at lower prices 
means shorter margins. What does this 
do to the dealer? It helps him if he is 
smart. It hurts him if he is slow. The 
dealer must have these new models in his 
line and he will have to go after volume 
on them. And he should not wait until 
his big competitor has the jump on him. 
Every dealer has on his list families that 
could never buy his standard models. 
Most dealers already know enough such 
prospects to keep him busy with added 
volume until snow flies. 


TONIC 


Take this for that summer slump feel- 
ing: Business Week, conservative for- 
caster, says that not only will there be a 
fall upturn but that the summer let down 
will be nothing like so severe as business 
thinks. Chief reason is that disbursements 
of payrolls on P. W. A. projects will rise 
to a sharp peak during the summer months. 
Business will feel the effects at once. 


WASHERS 


The expected reaction in washer volume 
has set in. Month after month sales 
records were being broken. Records in 
volume of units which unfortunately didn’t 
help profits any. A few of the manufac- 
turers may have made some money. Cer- 
tainly they couldn’t all have shown a profit. 
And dealers’ profits went haywire also. It 
was a case of accumulated demand being 
touched off by a price cut. The price 
stimulation is now worn off and prices can 
go no lower—they must, in fact, be put up. 
And volume at a better price can be 
achieved only by more and better selling. 
Which sounds trite, but is nevertheless 
true. Women still want washers, dealers 
still want to make a living. And dealers 
will sell the women when the price offers 
a profit. 
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TVA Appliance Sales 


EHFA ballyhoo has unquestion 
I ably made all of the Southeast very 
much appliance conscious. People who 
never even thought seriously of ranges 


ind refrigerators are buying. The almost 
total lack of sales of water heaters, on 
the other hand, has been one of the sur- 


prising devel pments ot the situation. 

The old controversy of whether the 
| ite imposed by TVA on the util 
ities that are permitted to offer EHFA 


| ‘ ipplia or the reduced prices 
it h the appliance ire being sold, 
has produced the greatly increased vol 
ume of business, is very much to the fore 
\ccording to several observers the low 
rate rather than the low priced appli 
ances, has been the deciding factor im 
most cases. For example, in some in 


tances and particularly in Tupelo, sales 
of standard units numerically were greater 
than those of the TVA low priced types. 
Chere have been various other centers in 
which the sales of standard units also have 
been greatly accelerated by the introduc 
tion of really che ip energy 

In spite of these conclusions, it is well 
to keep in mind the recent experiences 
of the Carolina Power & Light Com- 
pany About 30 days ago they intro- 
duced a rate, where the range and refrig- 
erator are both installed, of 3 cents per 
kilowatt hour for the first 200 kilowatt 
hours per month plus $2 service charge 
with an added 10 cents for each active 


room in the house. All current for every 
purpose in excess of 200 kilowatt hours per 
month is sold at 14 cents. These rates 
are not so low as those imposed by the 
VA, but for a large user they do show 
quite an important saving. At the same 
time that the Carolina Power & Light 
Company introduced these low rates, it 
also began to offer for sale ranges and 
refrigerators recently put out to compete 
with the TVA low-cost model. The com- 
bination of the low rate and the low-cost 
appliances has produced a surprising vol- 
ume of business for this company. The 
latter has no affiliation whatever with 
the EHFA and has not recognized the 
TVA schedule of rates. It further is 
important to note that the Carolina com 
pany has enjoyed a very remarkable 
pick-up in the sale of standard units. They 
also have been very much more success- 
ful in placing water heaters than has been 
the case in the TVA territory. 

Referring again to the TVA territory 
and the immediately adjacent section: 
\labama Power Company sold, the first 
two days after they opened up on their 
TVA low-cost appliances, 500 refrigera- 
tors. These were all of the TVA stand- 
ard units and were the entire stock that 
the Alabama Company had. At the same 
time, this company also enjoyed a remark- 
able pick-up in the sales of standard units. 
The Tennessee Electric Power Company 
has had similar experiences. 


ICE CREAM 


(CTR 


Samples of ice cream 

mix are being carried 

by refrigeration dealers 
to give customers. 


Samples tor Prospects 


T! SSLES women have had making 
good ice cream in their electric refrig- 
erators have at last aroused the interest 
 tood manufacturers, and this year sees 
several brands being especially made to 
simplify the process 

\lways difficult to get a new product 
on the grocers’ shelves, shrewder manu 
facturers are enlisting the aid of electrical 
dealers in their drive for distribution. 
rhe electrical dealer is being used as a 
sampling vehicle, to build up demand in 
the community Willing to pay for a 
good interview—witness the shovels given 
iway by Ojil-o-matic, said to cost 75¢ 
apiece—he has found a can of pudding or 
ice cream mix a good door opener. E. W 
Patrick of Brookfield, Mo., distributed 
350 cans costing 10¢ apiece, and got 350 
interviews as a result, reporting himself 
atisfied 

The dealer gets a novel sample, affili 
ated with his product, the refrigerator. 
The manufacturer gets a community 
ampled, gets paid for his samples, and 


builds up consumer demand without 
offending the grocer. 

Almost a race has been on during 1934 
to introduce new brands. Some of the 
leading ones are: 


Junket Ice Cream Mix, produced by 
Junket Folks, Little Falls, N. Y. 

Pango Ice Cream and Pudding Mix, 
made by Pango Milk Chocolate Co., 
Toledo, O. 

Brill’s E-Zee Freeze, made by H. C. 
Brill Co., Inc., Newark, N. J. 

Burnett’s Ice Cream Mix, Burnett 
Extracts Co., Chicago. 

Kreemy Freeze, made by Straub 
Laboratories, Chicago. 

Velvix, made by Perkins Co., Chicago. 

Midco Ice Box Freeze, made by Joseph 
Middleby, Inc., Boston. 

Par-tee Ice Cream Powder, made by 
Dessert Mfg. Co., Toledo, O. 

Lovely Ice Cream Powder, made by 
General Desserts, New York City. 

Kreemy Freeze, made by Kreemy 
Freeze Mfg. Co., Chicago. 

Kosto Freeze, made by Kosto Co., 
Chicago. 


Right: the 
group of men 
from the Elec- 
trical Associa- 
tion responsi- 
ble for the 
model house. 


Above: The 
New Orleans 
model home 
floodlighted at 
night. 


New Orleans Has Its 
House of Tomorrow 


HE last word in home comforts is 

demonstrated in New Orleans’ 
HOUSE OF TOMORROW, a model 
home open to public inspection, under 
the auspices of the Electrical Association 
of New Orleans. 

The Home presents a practical demon- 
stration of what science has done to make 
the modern home comfortable, conven- 
ient, beautiful and efficient. This demon- 
stration house was not built for this 
particular purpose, but was a residence 
that had been constructed some years 
ago. For that reason it stands as an 
example of what can be done with little 
expense by renovating and equipping an 
already existing dwelling with up-to-date 
conveniences. 

The Home is located on one of the 
main thoroughfares of the city, and is 
unusually substantial and commodious and 
readily lends itself to displays and ex- 
hibits. 

The Electrical Association has the co- 
operation of all branches of the electrical 
industry together with those who sell gas 
appliances and with the trade associa- 
tions who handle house furnishings, 
equipment and garden facilities. 

Particular attention has been paid to 
adequate and modern lighting with ample 
convenient outlets correctly placed to in- 
sure an attractive effect no matter how 
the furniture would be arranged. The 
lighting effects are extended also to the 
beautiful garden and grounds adjoining 
the house. Additional shrubbery and 
flower beds are planted, and an artificial 
waterfall adorns the background under 
a pergola. This work was done by the 
co-operating Horticultural Society of 
New Orleans. Hidden lights  inter- 
mingled with the shrubbery, giving chang- 
ing color effects, make a most beautiful 
and entrancing outdoor night effect. 

Varied lighting effects are also used 
to good advantage inside the Home by 
shaded and indirect lighting. Early 
American period lamps lend charm and 
atmosphere to the living and dining 
rooms, and harmonize perfectly with such 
modern features as built-in book-case 
lighting and luminous decorative panels. 

The other rooms, in contrast to the 
period lighting, have been lighted to har- 
monize with the modernistic motif. The 
kitchen, pantry and breakfast rooms are 
ultra-efficient departments in the food 
production line. Every table and kitchen 
appliance that would facilitate the prepa- 
ration of food has been placed in the 
kitchen and breakfast room. 

Air-conditioning is another feature of 
the House of Tomorrow. The entire 
first floor is equipped with units that 
have been placed in the various rooms, 
while the machinery for the operation has 
been located in the basement below. 

Since no home is really modern with- 
out adequate plumbing and the necessary 


gas appliances, much attention has been 
paid to these items. The entire basement 
has been converted into a display room 
in which various standard makes of auto- 
matic refrigerators and water heaters are 
exhibited. A model laundry complete with 
various types of electric washers and gas 
laundry stoves, and electric ironers, and 
small hand irons for the more delicate 
clothes, is located in the basement. 


v 
Frigidaire and 
Kelvinator Bring 
Out Lift Tops 


OTH Frigidaire and Kelvinator have 

joined General Electric in bringing 
out a lift-lid type electric refrigerator, 
specially priced, as an answer to the 
demand for a product that would reach 
the mass market of small incomes. Both 
are to sell at $77.50, delivered and in- 
stalled. 

Kelvinator calls their model the “Elec- 
tric Kelvin Chest.” It is 36 inches high, 
incorporates standard Kelvinator equip- 
ment, has a net volume of 2.00 cu.ft. and 
a shelf area of 4.3 sq.ft. Lift top is of 
white porcelain as is the interior; ex- 
terior finish is white lacquer on steel. 

Frigidaire’s model is likewise 36 inches 
high and of 2 cu.ft. storage capacity. It 
has a dulux exterior, porcelain interior 
and is powered by the one-twentieth 
horsepower, hermetically sealed compres- 
sor, introduced by Frigidaire in 1933. 


JAMES E. DAVIDSON 
Pres. Nebraska Power Co. 


“For the building of future 
domestic load on a large scale, 
there lies only one path—and that 
is an active merchandising program 
on the part of our electric com- 
panies, plus a co-ordinated, broad- 
visioned, constructive program of 
dealer co-operation. 

“The ntility company and the 
dealer must go hand in hand, i 4 
ing not only greater profit to both, 
but also giving greater service to 
the customer.” From an address, 
E.E.1. Convention, Atlantic City, 
June 
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Vear Financin 


Central Hudson’s Answer to the Problem 
of Selling the Low Income Market 


HERE has been a lot of excitement 
about the sale of appliances on long 
term financing in the Tennessee Valley. 
it up in Poughkeepsie and Kingston 
d Newburgh—territory covered by the 
entral Hudson Gas & Electric Corpora- 
tion—they have had a private “TVA” 
rogram for almost a year. 

After all, the problems were the same. 
With the higher income brackets fairly 
well sold, refrigeration and ranges and 
water heaters would have to be promoted 
on a different basis if any volume was to 
be maintained. That meant, first of all, 
longer terms. According to H. E. Dex- 
ter, general commercial manager, a five- 
year finance plan on refrigerators selling 
up to $200 was tried out. That made 
the cost to the customer about 55 cents a 
week. It was such a success that the 
plan was extended to all refrigerators 
and, finally, to all major appliances. Com- 
petitive rates to promote sales were put 
into effect at the same time. 

Four-month figures for the Central 
Hudson area—dealers only (the utility 
company does not merchandise) showed 
the following results: 


1933 1934 
Water Heaters ......... 29 122 
Refrigerators ........... 619 1,007 


“IT feel that the new Central Hudson 
plan for selling the low income group is 
a real boon to both the dealer, whose busi- 
ness in selling appliance units to the 
upper income brackets was about at a 
standstill, and to the customers purchas- 
ing the appliances.” This statement, com- 
ing from one of the leading electrical 
dealers, was a concrete indication that 
the new appliance financing plan, com- 
bined with a recently adopted competi- 
tive rate schedule, was effectively doing 
the job for which it was designed. 

The first few months of this new pro- 
gram showed the fallacy of the general 
impression that the $1,000 to $1,500 per 
year income group could not afford, es- 
pecially under present conditions, to pur- 
chase additional load building appliances 
such as electric ranges, refrigerators and 
water heaters. This group, which cer- 
tainly cannot be approached by subject- 
ing it to even a moderate initial cost for 
appliances, is capable of absorbing appli- 
ance units in large quantities when at- 
tractive long term financing and a com- 
petitive rate are available. 

The means developed for approaching 
these people is, first of all to convince 
them of the low cost of operating the 
appliances. After first determining, and 
writing down for the prospect what he is 
now paying to carry on in life insofar as 
cooking, water heating and refrigeration 
is concerned, it becomes an easy matter 
to line up against these present costs the 
costs of doing the tasks electrically. An 
actual example of this method is given 
below : 


OLD METHODS ys COMPLETE ELECTRIC 
HOME METHOD 


LIGHTING BLECTRIC LIGHTING #250 
OD ELECTRIC COOKING 84.00 
CONTROLLED 
a. * te 5.00 
+2 ELECTRIC REFRIGERATION 
‘Ub aroma 


ELECTRIC WATER HEATING 


AL MONTHLY 
TOTAL MONTHLY 
EXPENDITURES 812.50 


Thus, the cost of operation argument 
becomes a potent sales aid because can- 
celling the electrical costs against his 
present costs easily convinces the pros- 


pect that a complete electrically equipped 
home costs but little more than the old- 
fashioned inconveniences—in some cases, 
not any more. 

Having successfully used this method 
to convince all classes of prospects that 
they can afford to operate the appliances, 
the next step was to provide a finance 
plan suitable to the $1,000 to $1,500 per 
year man. The plan adopted provides 
sixty months for the payment of a re- 
frigerator, range, water heater, or any 
combination of the thrée. 

Provided with this finance plan, the 
local merchants cooperating with Central 
Hudson have taken advantage of it and 
their enthusiasm is best expressed by 
quoting another of them. 

Incidentally, under this setup another 
point is scored for dealer cooperation be- 
cause no utility can ever hope to enjoy 
the confidence the low income group has 
in their neighborhood dealer. 

Another of the dealers, who has done 
an excellent job with the aid of this 
plan, has said, “We have eliminated 
‘can’t afford to buy’ as a sales argument 
for the $1,000 to $1,500 per year man. 
This plan opens up territory previously 
completely slighted by our salesmen. We 
are putting refrigerators in homes today 
which I candidly believe would never 
own a refrigerator if it were not for this 
plan. It is our feeling that a lot of people 
will actually pay for their appliances be- 
fore the five years are up. Their atti- 
tude now is that they will buy today, with 
the idea of paying in three years, pro- 
vided they are assured of five years if 
they need it. They wouldn’t consider the 
purchase otherwise.” 


Here is how one of Central Hudson’s customers took advantage of five- 
year financing. The appliances came before the wall-paper. (See Col. 1) 


Modernization 
At Salt Lake 


Modernization Exposition in which 

every dealer in Salt Lake is par- 
ticipating is now under way. The plan 
is sponsored by a group of local busi- 
ness men who hope to encourage local 
interest in home renovating which will 
lead to increased business. Building ma- 
terials, furnishings, home wiring and 
lighting and electrical conveniences of all 
kinds are among the items featured. 

A former department store building on 
Broadway and State St. is the locale for 
the event, affording a floor space of some 
17,000 sq.ft., all of which is packed with 
exhibits. Three model homes are among 
the displays. The first of these is a farm 
home, displayed on the first floor. Up- 
stairs are two others, one a DeLuxe 
home with every modern appointment, 
the other an exhibit designed by the 


COM Pany 


AMHERST GAS REPLACEMENT—Truck used as travelling display of 
the electric ranges offered in exchange, together with the original 
crew. Left to right: Warren S. Wheeler, Kenneth D. Cuddeback, 
Charles P. Golding, Alexis H. Sammon, Claude M. Lamb, Theron B. 
Hitchcock; standing in truck, Miss Vera E. Harvey, Home Economist. 


A Town Without Gas 


E told you last month about the 

unusual situation that resulted in 
Amherst, Mass., when the gas company 
in that town decided to voluntarily retire 
from business. Rising costs, consistent 
losses, electric competition and system 
breakdowns due to the severe winter were 
given as the reasons for the step. 

The Western Massachusetts Companies 
had a job cut out for them in replacing 
gas ranges and water heaters with elec- 
trical equipment. Customers were given 
the option of exchanging their gas devices 
with similar electrical devices or with oil. 
Where the customer wanted something 
better than the exchange models offered 
by the electric company, he paid the dif- 
ference in price of the exchange model 
and the model he picked out from any of 
the local dealers. 

Here are the results to date, as reported 
by Charles P. Golding, energetic sales 
manager of the Western Massachusetts 
Companies who worked out the original 
plan for the change-over together with 
Howard J. Cadwell, assistant treasurer 
of the Amherst Gas Company and of the 
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Western Massachusetts Electric Com- 
pany: 

Of the 800 domestic customers in Am- 
herst, 14 per cent were already using 
electricity for cooking. An additional 
606 have ordered electric ranges to date. 
Of these, 179 ordered 3-unit, 14-in. oven 
ranges to replace their old gas equip- 
ment; 259 ordered 4-unit, 16-in. oven 
ranges to replace their newer gas ranges. 
Those taking the exchange range and 
adding no extras, numbered 263; those 
taking the exchange and adding extras, 
numbered 138; and 205 customers bought 
other ranges than those offered in ex- 
change by the electric company. Total 
kitchen heaters ordered to date num- 
bered 223. Total water heaters ordered 
to date numbered 272 of which 182 were 
oil; 48 customers ordered side-arm elec- 
tric water heaters and 42 customers took 
hod-a-day heaters. Two houses were 
wired for electricity which were using 
gas lighting. 

All electric equipment was _ installed 
without charge to the customer in keep- 
ing with the company’s policy. 


Utah Power and Light Company. Three 
rooms are shown in this cottage—living 
room, dining room and kitchen, all of 
them incorporating the latest electrical 
improvements. They are air conditioned 
and the lighting arrangements are de- 
signed to serve as demonstrations of mod- 
ern lighting principles. The exposition 
opened late in May and is planned for an 
eight-week schedule. The attendance dur- 
ing the first week was 30,000 people com- 
ing in from great distances around to 
Salt Lake to view the exhibts. One train- 
load of 100 came down from Boise, 
Idaho, especially for the event. 
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32% of Chicago 
Husbands Help 
Wash Dishes 


HAT nearly one-third of the upper 

middle class husbands help with the 
home dish washing has been revealed in a 
survey made by the Conover Company, 
Chicago. The exact figure is 32 per cent. 
In New York City only 30 per cent aided 
in this chore, according to a recent Good 
Housekeeping Magazine checkup of 1,000 
families. 

A family of four will dirty about 60 
dishes a day, exclusive of silverware. 
Homes checked averaged approximately 
four to the family and one-third had 
maids. 
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Bulloeck’s Stages 
A Kitehen Festival 


OR the last two weeks of May the 

sixth floor of Bullock’s Broadway de- 
partment store, Los Angeles, Calif., was 
turned over to festival activities, most of 
which took the form of electrical demon- 
strations of some sort. For this period 
circus booths, with striped awning tops 
and gay pennants transformed the recently 
enlarged housewares department to a 
carnival street. Balloons and streamers 
delighted the children, and demonstra- 
tions of household appliances which “take 
the work out of housework” delighted 
their mothers. 

The two weeks were one continuous 
round of events. The articles on display 
were not exclusively electric, of course, 
but among the appliances featured in the 
demonstrations continuousl; going on 
were electric mixers, coffee makers, elec- 
tric toasters and waffle irons, electric re- 
frigerators, vacuum cleaners, washers and 
ironers, a radio outfitted range and a 
portable electric kitchen. In addition to 
the booth demonstrations, special events 
were scheduled for each afternoon, in- 
cluding the preparation of meals by 
famous local chefs, and also the demon- 
stration of wash day equipment. On one 
day a complete wash was done on the 
floor of the department, from the original 
sorting and wetting of the clothes, to 
their later perfected finish on an ironing 
machine. The public followed the event 
with interest, many remaining to watch 
the process throughout. The whirling 
type of dryer which permitted quick and 
convenient indoor drying of clothes and 
the convenience of sitting down to the 
ironing process were items of especial 
interest, 
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kitchen table top with Thoromix: 


Serves as a Clothes Hamper 


...a machine that gives you a dozen new sales points t 
| hang your hat on! @ If you’ve grown a little hard-boiled about 


“modern stuff”. . . we'll understand . . . we were that way ourselves. That’s why ¥ 
said that the NEW Thor had to be practical. A machine so good-looking that peopl 
couldn’t help but like it...so helpful that they couldn’t do without it! 


So we gave Lurelle Guild a free hand in its design. 


“Make this the most beautiful washer ' in . Ambeica!” we said. “We want a NEW Tho 


that our dealers can’t resist . . . if they like it, so will the public!” 


noted designer, was given 


free hand to bring out a That seems to be just the thing to say to a designer. We got the results we wanted .. 
really different washer 


practical results! The design of the NEW Thor earned it its name... Thor Electric Servant 


It has so many sparkling, patented and exclusive sales.features that you'll go homily 


nights thinking about all the things this table-top was er can do! 


\/ 

Think of all the exclusive sales features in this one (machine! 
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AN OPPORTUNITY TC RENEW 


THIS AND ALL OTHER MACHINES 


 CHEAPNESS TO BRING PROSPECTS 


HOUSE-TO-HOUSE SELLING PROFIT- 
ABLY... THIS MACHINE CREATES 
NEW INTEREST FOR WOMEN 


A CHANCE TO SELL A HIGHER 
PRICED WASHER... THERE 15 AN 
APPARENT DIFFERENCE BETWEEN 


SOMETHING BESIDES PRICE TO TALK 
ABOUT . SOMETHING BESIDES 


IN TO YOUR STORE. DISPLAY 


SALES POSSIBILITIES ARE IN- 
CREASED... THIS MACHINE CAN 
BE USED IN THE KITCHEN AS 
WELL AS IN THE BASEMENT 


= 


Washes Clothes 


Picture this machine on your sales floor . . . there’s the test! What 
will women say about it? If we’re any judge you'll find them as 
eager for Thor Electric Servant as they are for table top stoves 
... electric refrigerators . . . latest kitchen equipment... all of 
today’s sensible improvements! After all, why shouldn’t Thor bring 


out the first important advance in washers since Thor pio- 


neered with electric motor power . . . America’s foremost maker 
of laundry units now presents America’s most beautiful washer! 


This new Thor has news value today — display it! Write for details, 


prices. Hurley Machine Co., 54th and Cermak Road, Chicago. - 
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Let Laundry Accessories 


Take It On The Chin .@ i 


Wagle of Geneseo, IIL. lists 3 ways 
of sidestepping profit knock- 


outs on washers 


A’ Italian fruit peddler, frenzied by 
the way his customers handled his 
stock and spoiled it, once exclaimed, “If 


you must pincha da fruit, pincha da 
cocoanut !” 


That price on the wall, $49.95, is a great 
help in fixing in the customer’s mind the 
minimum of what he should pay, says 


Down in Geneseo, Illinois, Burt Burt Wagle (right). 
Wagle lets his customers pinch the profit 
out of accessories. He began to feel prices. Washers are a big item in the worth nursing. So here is what he did. 
much the same way as the Italian when Wagle Electric Shop and if the market First, Wagle avoided displaying his 


washing machine prices started softening was spoiled in this town of 3,406 he felt 
on him He wanted to get his public’s he might as well look for a new item. 
ittention diverted to something else than Ten One Minute sales a month were 


lowest figure. Knowing that people al- 
ways consider the featured price as the 
lowest, he posted display signs of $49.95. 


How HOOVER 


CREATES PROFITS FOR YOU 
AT A CENTURY OF PROGRESS | 


@ When you visit the Hoover Ex- 
hibit at Chicago's Century of Prog- 
ress, you will see a busy force of 
Hoover representatives working to 


create business for you. 


@ The interesting historical ex- 
hibits, the eye-catching displays in 
motion, the Hoovers in action draw 
the crowds. This interest will be 
turned into sales for dealers 


throughout the country. 


@ Every day hundreds of live 
leads are secured, names of people 
who have agreed to see a demon- 


stration upon their return home. 


And every sale made from these 


demonstrations produces a profit 


for some Hoover dealer. 


@ This sales-making service is but 
another instance of the constant 


Hoover cooperation with its dealers. 


The HOOVER 


it LIGHTS... As lt BEATS... As It SWEEPS... Az It CLEANS 


THE HOOVER COMPANY, NORTH CANTON, OHIO 
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“I realize that washing machines can be 


sold for less,” he said, “but I also re- 
member the remark of that Pittsburgh 
sales manager who declared his men 
were so kindhearted they couldn’t resist 
giving the lowest price to everybody.” 


You Can Always Withdraw 
Premiums 


Second, when competition forced 
Wagle to trim somewhere he decided to 
make a football of accessories rather than 
let the Geneseo public set its teeth in 
juicy washer bargains. With his high 
priced washer he proceeded to give a 
set of tubs which cost him $3.85. If it 
was a tough deal he sometimes added a 
case of Rinso, costing $3.10. Incidentally 
with lower bracketed machines he sold 
these tubs for $5.65. You can do a lot 
of trading with these accessories without 
hurting youfself when they are with- 
drawn, says Wagle. On the other hand, 
if you establish a cut price in the com- 
munity for washing machines, you'll have 
all your prospects sitting around waiting 
to buy at the sales price again, once you 
hike it. Cut prices can’t stage a come- 
back, he believes. 

Third, Wagle made the point of carry- 
ing a full line of washing machines 
(Voss). It has been one of his biggest 
helps in getting business, he says, and 
several dealers in Geneseo who tried to 
carry only one machine have lost sales 
to him because their customers wanted 
to look over a line before deciding. 

Even in a town the size of Geneseo, 
Wagle says, most of the sales are made 
on the floor. Direct-mail isn’t pulling as 
well as it did in 1933. 

Wagle feels manufacturers should get 
the small town philosophy, realize there’s 
only so much business to be had. “I 
think they should play ball with the 
dealers rather than shift around and at- 
tempt to get volume through many out- 
lets. Dealers can’t carry a line in which 
there is no money or a chance to build 
up. For example, this town is flooded 
with catalogs of an electric firm which 
sells retail at wholesale. Theoretically 
only dealers are supposed to buy from 
them, but it is foolish to believe that 
there are 160 dealers in Geneseo. Any 
one with cash can get wholesale prices, 
and in this catalog there are exact pic- 
tures of well known washing machines 
with only the names changed, and whole- 
sale prices quoted. The customer isn’t 
fooled and such practice cuts ground 
underneath us dealers. 


Cup Cakes and Coffee 


“Constant shakeup in hopes of getting 
greater distribution often brings disap- 
pointment. I know of one dealer who 
carried a line several years when the 
manufacturer took on the local utility in 
addition to him. The utility went out 
and made a long trade-in allowance. The 
dealer’s profit was wiped out, and he took 
on a new line. Within a year’s time the 
utility dropped the washing machine and 
today this maker has no representation 
in the city. A dealer has to make money. 
Manufacturers should remember that 
electrical dealers will serve cup cakes 
and coffee if there is money in them. The 
line is secondary, the profit essential. And 
profit comes when the prices are high 
enough to warrant active selling.” 
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The 
Surest 


Closing 
Method 


by Gerald E. 
Stedman 


Vice-President, The Cramer-Krasselt Co. 


UNNY birds, these game cocks! 

Find a high board fence with a 

big knothole, in front of which 

place any two gamecocks with pans 
ot water and food at their sides. They 
will starve themselves to death glaring at 
each other. Many appliance salesmen are 
that way. They keep their eyes on their 
competitors, rather than on the rich sales 
opportunities that surround them. If 
some other salesman sells down, they sell 
down. If someone foolishly starts a 
price promotion, they want a price pro- 
motion. Rather than become adept at 
better selling methods, they constantly 
study what the other fellow is doing. 
And, falling into the same mistakes he 
makes, they starve when they might easily 
feast. 

If this criticism isn’t just, how in the 
world am I ever going to explain the fact 
that 95 per cent of the returns from a re- 
cent questionnaire to 1,000 appliance 
salesmen, wherein they were asked to 
describe their demonstration technique, 
all sounded the same—and few came 
anywhere near disclosing that they knew 
a great deal about the subject. Some out- 
lined their sales talk, which is merely the 
preface to a good demonstration. Some 
Stated the sequence of features they used 
in showing the. appliance which is only 
the first step to the demonstration. Only 
two of the entire thousand salesmen gave 
a concise description of a use demonstra- 
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tion which, after all, is the very crux of 
the matter. 

The results of this study startled me. 
Imagine, for example, the wasted power 
and profit resulting from this lack of 
knowledge of a good demonstration tech- 
nique. So, in attending an Eastern series 
of dealer meetings early in June, I de- 
termined to inquire and find the cause. 
And I found that less than 10 per cent of 
all refrigerator and washing machine 
salesmen I[ talked with knew how to make 
frozen desserts or had ever done a wash- 
ing themselves. Plainly then, demonstra- 
tion means something else to them than 
the tremendously powerful selling tech- 
nique that it is. They cannot hope to 
demonstrate use values to the housewife, 
if they know little about using the par- 
ticular appliance themselves. So, rather 
than prepare an article on the “how” of 
a demonstration, as I had originally in- 
tended, it seemed wisest to write it from 
the angle of “why” demonstration is so 
tremendously important. 

The housewife controls the purchase of 
all home appliances—the husband only 
entering the consideration at the de- 
cisional point. She passes on the desir- 
ability of ownership and the selection of 
product. You must reckon with the 
feminine mind. Had I space, I could give 
you the results of a survey among 5,000 
housewives recently conducted, which 
proves that they know more about the 
appliance they contemplate buying than 
does the salesman, from the angle of its 
demonstration. Here is an inefficiency 
which must be speedily corrected. If you 
are ambitious to be a leading salesman, 
you'll dig in at once to get a better 
understanding of the feminine viewpoint 
and to be able to make a real demonstra- 
tion that will interest the housewife. 

I am reminded of the pathetic mistake 
my grandfather made in selling his Okla- 


homa farm and hieing himself north in 
the first Yukon gold rush to find his pot 
of gold. The north broke him and they 
buried him up there while millions of 
dollars of black gold are now pumped 
each year from the petroleum wells which 
dot the ground he once owned. 

You salesmen are like that; instead of 
getting all steamed up over some new 
stunt or wrinkle, re-examine the old tech- 
nique you have always used. Find a 
more interesting way to tell the old story; 
find some better way to do the old thing 
—particularly the art of demonstrating. 
Greater success isn’t to be found far 
away, it is under your feet. Don’t over- 
look it. 

Study and observe the difference in 
masculine and feminine reactions, remem- 
bering always that it is the woman you 
will have to sell. A man is interested in 
what a thing is, a woman in what it does. 
A man is interested in logical argument, 
a woman in emotional experience. A 
man reacts to a lot of words, a woman to 
a lot of pictures. A man is interested in 
selling price, a woman can be interested 
in use cost. So I might continue point- 
ing out vital differences between the sexes 
which have an important bearing on your 
selling methods. Remember you are a 
man. You'll have to understand the op- 
posite sex (you're telling me, it’s a hard 


DEMONSTRATION 


thing to do) and you'll have to become 
much more expert in use demonstration, 
for therein lies the interest of the fair 
sex. Just watch the amazing attendance 
reported at cooking schools, appliance 
shows and refrigeration exhibits the 
country over, if you don’t think I’m right. 

Then, study and observe the far 
greater sales impact to be gained from 
appeal to senses, compared to reason 
alone. Every decision to buy must move 
through five steps: (1) Imagination, (2) 
Inclination (3) Deliberation, (4) Convic- 
tion and (5) Decision; and of these five, 
conviction is the grand climax. It will 
take thousands of words and oftentimes 
repeated calls to establish conviction by 
appeal to intelligence which might be 
achieved at a fraction of the time and 
effort through appeal to the senses; par- 
ticularly when your feminine prospect is 
always such a sensational creature. A 
good demonstration saves, tempts, in- 
spires, gets action while a sales presenta- 
tion without it may destroy interest, be- 
come boresome and lose the sale. 

Finally, realize that it is a basic psy- 
chological law that physical movements 
are able to control attention and, as well, 
to inspire pleasant thoughts and feelings. 
Without saying a word, you can often- 
times produce a favorable decision in a 

(Please turn to page 36) 


The Sixth of a Series of Articles 
to Help the Salesman Sell More 
Efficiently in 1934 
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® Economay 


Inserts-- 
Magic metal 
fingers that 
grasp the hot 
gases which 
normally geo 
up the flu-- 


wasted! 


@ The amoz- 
ing Quiet 
May ‘‘Ther- 
May-Lator‘’-- 
a little boiler 
under the big 
boiler -- which 
puts heat in 
radiators up- 
stairs quickly. 


HE Quier MAY Burner Beautiful—designed and 
built for medium and smaller sized homes—is 
making history in the oil heat business! 


It’s the history of a wider market. Oil heat is now 
in the same position electrical refrigeration was a 
few years ago. 


Prospects have shifted from the classes to the 
masses. Quiet MAY Burner Beautiful—the newest 
unit in the famous Quiet MAY Oil Heating System 
—is going into smaller homes. 


Quiet MAY’S exclusive patent—the Quiet MAY 
**Ther-MAY-Lator” makes it possible to convert 
into efficient oil heating systems thousands of coal- 
fired furnaces that formerly had to be counted out. 


If you want to ride in on the tide—if you want to 
get your share of this Quiet MAY business—write 
for our special proposition for electrical appliance 
distributors. 


New Business Division 


MAY OIL BURNER CORP. 
BALTIMORE, MARYLAND 


| be done about oil 


there was only one 


| ers. That was by 
specialty sales meth- 


Every man spends a 
day on the floor of the 
oil burner store and the 
main store. His pros- 
pects are protected. 


HE facts back of the story are 
fairly simple. 
Hochschild, Kohn & Co., in Bal- 


cimore, had decided to take on oil burners. 
They had a spacious appliance depart- 
ment on the sixth floor of their building 
and duly instalied a display. Two makes 
of burners were shown. If somebody 
was particularly interested, a salesman 
drifted over from the washer department 
and pointed out salient features of the 


| burner. Sales were few and far between. 


In January of 1933 they changed to 
another burner—Williams Oil-O-Matic 
and the single display and selling process 


| went on much as it had in the past. Four 


months went by and not a single sale had 
been recorded. On May 1, Gary Eser 
came into the picture. He had been with 
another oil burner outfit in town and had 
done a good job. Walter Kohn, the 
appliance-minded ex- 


hundred oil burner installations had been 
made. Five hundred oil burners! In 
eight months! Probably no department 
store in the country can point to such a 

record in the oil burner business. 
There’s the point of the whole thing. 
Gary Eser, with the enthusiastic co- 
operation of Walter Kohn and other 
store officials, had put the company in the 
oil burner business. They did this by 
more means than merely putting on men 
and going out and asking people to buy. 
For one thing, Gary hated the cramped 
quarters of the appliance department in 
the main store. Store traffic, that idol 
to which so many department store men 
have kow-towed, meant little to Gary. 
He wanted two big boiler-burner dis- 
plays, a water heater, a meeting room 
where he could get the men together of 
a Saturday morning for pep-talks and 
the exchange of in- 


ecutive of the Hochs- 


| child, Kohn Com- 


pany, had about made 
up his mind that 
something needed to 
burners if they were 
going to mean any- 
thing more to the 
company than dis- 
play space robbers. 
Gary Eser had 
been accustomed to 
jumping into any job 
with two feet. He'd 
done that several 
times before and 
things had happened. 
Of that, more later. 
But he did know that ama 


way to sell oil burn- 


ods, with a crew 
of salesmen and 
active outside sell- 


terested in.” 


Some Gary Eser 
ee DON’TS” 


@ “Don’t make an engineer out of 


@“Don’t worry about turnover in 
salesmen—encourage it. A sales- 
man that is satisfied to make a sale 
a week is of no use to a company 
building volume on oil burners. 


@ “Don’t discuss your competitor's 
burner—point out that your own is 
adequately built to perform the 
service required of it. That is all 
the customer needs and wants to 


@“Don’t worry about automatic 
gas competition. 
automatic oil heat and it is auto- 
matic heat that the customer is in- 


formation and an oil 
burner department 
that would be defi- 
nitely recognized by 
the Baltimore public 
as oil burner head- 
quarters. 

An oil burner de- 
partment, he reas- 
oned, demands a de- 
partment and that 
does not have to be 
in the main store. 
And so evolved the 
separate store, six 
blocks above the 
main store on North 
Howard Street, 
which today houses 
the oil burner depart- 
ment of Hochschild, 


You are selling Kohn. Dress goods, 


cosmetics, toys 
furniture, rugs, doo- 
dads and all the 
other things that a 


ing. 
The company had four salesmen when 


| Gary hit the job. He immediately in- 


creased the sales staff to fourteen—on 
oil burners alone. He gave the men 
stiff, common-sense gab about the busi- 
ness of selling burners and packed them 
off into protected territories to do their 
stuff. They had a good burner—one of 
the oldest and biggest companies in the 
business and they were representing a 
store with fine traditions and honorable 
merchandising history. 

Things, as they so frequently do to 
Gary Eser, began to happen. 

In May, 34 oil burners were sold— 
more in a month than the store had sold 
in its history. In June, 76 burners were 
sold, in July, the men, now numbering 
about eighteen, chalked up 106 sales, in 
August another 96 and so it went. Be- 
fore the end of the eight months in which 
he had taken charge, a total of nearly five 


department store sells 
have got nothing 
to do with oil burners. People don't 
drift through and say, “What a pretty 
oil burner! Send one of them out to the 
house, please.” 

Hardly. This selling of oil burners 
is a serious business. It requires in- 
stallation men—trained engineers—and 
service men and salesmen that know 
something, not too much, about heating 
plants and insulation and fuel costs and 
temperature. Thus, the separate store 
where those things are concentrated. 
Thus, the unique sales record that Hochs- 
child, Kohn have made. 

And if the store traffic means anything, 
Hochschild, Kohn still have it. The oil 
burner display still exists on the appli- 
ance floor of the main building and one 
salesman of the group under Gary Eser 
spends a day there, rotating with other 
salesmen from day to day. It is a valu- 
able place if you know how to use it. A 
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How Gary Eser and the Hochschild, 


Kohn Company 


in Baltimore have 


jumped into the oil burner business to 
stay—a unique department store ex- 


perience 


Gary Eser (left) 
goes over the job 
with each new man 


by 
Laurenee 
Wray 


Two boiler-burner units and a water heater make up the display in 


the Hochschild, Kohn store. 


single salesman has made six sales from 
the floor there this year so far and the 
leads that are picked up fit into the 
regular canvassing work nicely. 

But you are probably asking: “Well, 
what is this thing that makes this outfit 
so good, even if it is a department store ? 
Five hundred burners in eight months 
is a good job in any man’s town.” 

There are a number of things: 

(1) Outside canvassing. 

“Salesmen are given protected terri- 
tories,” said Gary Eser, “except in the 
case of a lead or prospect picked up 
either here in the oil burner store or in 
the main store. A prospect so gained 
may be registered by the salesman for six 
months no matter what territory it is in. 

“The men stick to no definite schedule 
of canvassing. I don’t believe in it. 
They are working on straight commis- 
sion (10 per cent) and there are no 
ways of controlling a man if he doesn’t 
want to work. You may say that he 
should make so many calls a day. That 
would work for the good man but there 
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Business comes from the outside. 


are so many ways of faking calls that 
the lazy man would take all your time 
following up. It all shows up in the re- 
sults. The lazy man will have nothing 
to show and will automatically eliminate 
himself. That suits me fine. I believe 
absolutely in rapid turnover in  sales- 
men.” 

“Rapid turnover?” I asked. 

“Sure, rapid turnover. You can tell 
a new man certain fundamental things 
about oil burner selling and turn him 
loose. After six months, he will either 
be enthusiastically selling more and more 


burners or he will have learned how to | 


hedge, how to put in time without ac- 
complishing anything, how to sell one or 
two to his relatives and how to drift 
along. 

“That is not the sort of thing that 
builds up sales volume in any live or- 
ganization. You have to have a continual 
process of elimination. There are mis- 
fits, loafers and drifters in any business. 
They should not be encouraged; they 


Please turn to page 18 


elling Oil-O-Matic 
oil burners is easier 
than selling any other 
oil burner on the market 


_— oil heating equipment 
is fundamentally the same as selling 
any other merchandise —the more 
advantages you have on your side, 
the easier it is to sell against all 
competition. 


No other oil burner—not one—has 
anything approaching the array of 
important sales advantages which an 
Oil-O-Matic franchise gives you. 


Check the points; examine the 
products; compare the history and 
standing of the manufacturers. By 
all means, compare, in this connec- 
tion, the experience of the manufac- 
turers—not in other fields, but in the 
actual field of oil heating and tem- 
perature manipulation. 


Oil-O-Matic will inevitably be your 
selection. Write TODAY for full 
information. 


WILLIAMS 
OIL-O-MATIC 
HEATING 
CORPORATION 


Bloomington, Illinois — Manufacturers of: 
Oil-O-Matic Oil Burners, Oil-O-Matic Water 


Heaters and auxiliary room-heating units, Ice-O- 
Matic Refrigeration and Air Conditioning and 
cooling equipment. 


WILLIAMS 


because: 


Oil-O-Matic heats more homes 
than any other oil burner. 


Oil-O-Matic has a background 
of more than 16 years’ success. 


Oil-O-Matic alone provides fa- 
mous Hushed Heat combustion. 


Oil-O-Matic alone offers the 
patented Diffusor. 


Oil-O-Matic alone offers the 
patented Williams Metering 
Pump. 


Oil-O-Matic can refer virtually 
any home-owner prospect to an 
Oil-O-Matic user nearby... 
sold throughout America and 
47 foreign countries. 


Oil-O-Matic uses heavy oil— 
saves fuel cost. 


Oil-O-Matic offers a complete 
line ...a burner for every 
size home. 


Oil-O-Matic representation car- 
ries prestige . . . it “lines you 
up with the leader.” 


AIR 
CONDITION- 
ING! 


Complete — fully wo 
neered sensationally 
efficient in performance 
economical flexible 
automatic! Write for 
details. 


HEATING 


LISTED AS STANDARD BY 


UNDERWRITERS’ LABORATORIES 
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Resort Lots with Every 


AND -values have taken an awful 
tumble in the last few years, but it 
took a Grand Rapids electrical dealer to 
find out just how low they had fallen. He 
is giving resort lots away with the sale 
of an electric refrigerator—and making 


money. The lots—50 to 100 feet—cost 
him only $3 apiece. This ought to take 
the leather medal or something for a new 
high in premiums. 

There were no strings to the offer. 
Full size 50 by 100 foot resort lots on 


They Only Cost the 
Cole Electric $3 Apiece 
and They Helped Sell 
Refrigerators—A New 
Record in Premiums 


Refrigerator 


Lake Portage, near Manistee, Mich., 
were included with each refrigerator. 
The lots were close to a popular resort 
where the same size plot was selling for 
$150. Within 15 days every lot the 
Grand Rapids dealer had was gone. But 


A Product of General Motors 


And you have reason to feel satis- 
fied, Mr. Frigidaire dealer! 

Your sales have exceeded those 
of dealers selling any other make of 
electric refrigerator, by more than a 
million and a quarter units. / 

And, since the introduction of 
the Frigidaire ’34, you have sold 
45% more household Frigidaires 
than have ever been sold during 
any other similar three months’ 
period in Frigidaire history! 

Such records speak for them- 
selves. They suggest, to wide-awake 
dealers everywhere, the wisdom of 
investigating the Frigidaire fran- 
chise —now. Frigidaire Corporation, 
Subsidiary of General Motors Cor- 


poration, Dayton, Ohio. 
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let H. F. Cole, secretary-treasurer 0! 
H. F. Cole, Inc., tell the story: 

“There are thousands of acres in 
Michigan where the land has reverted to 
the state. A real estate man first sug- 
gested the idea to us of giving a resort 
lot with a refrigerator. We thought 
about it for some time, and we laughed 
at the proposal, too, but the idea grew 
on us. 

“This spring, at a state land tax sale, 
we bought a large number of lots just for 
this promotion. No, the land wasn’t just 
something we wanted to get rid of; it was 
purchased with the view of making it 
part of our sales event. All taxes on the 
property were paid in full to Jan. 1, 1935. 

“We moved to a new location this 
spring and we felt that some form of 
promotion would bring floor traffic to see 
us. We believe that we have one of the 
largest and most beautiful refrigerator 
stores in Michigan and we wanted Grand 
Rapids and western Michigan to know 
about it. 

“The idea acted like a bombshell. We 
only had to run two newspaper advertise- 
ments during the whole campaign. On 
May 16 we took a half-page advertise- 
ment to announce the offer, saying that 
all any one had to do to get one of the 
lots was to make a small down payment 
on a refrigerator at its regular sales 
price. We did not add one penny addi- 
tional cost to the sales price and still we 
made a profit. The offer applied to re- 
frigerators priced from $114.50 up. Our 
second advertisement appeared on May 
22, built around the question ‘How can 
they do it?’ 

“There was no secret how we could 
do it. The lots cost us just $3.00 apiece. 
We were fortunate on the land sale. The 
mark-up on refrigerators was sufficient 
so that we could include a plot of land 
and still clear a nice margin. In addi- 
tion we had heavy floor traffic making in- 
quiries and we feel we made many 
friends. 

“The offer helped close several deals 
which had been hanging fire. It stimu- 
lated interest in buyers who had been lag- 
ging and who thought they would 
postpone their purchases until next year. 
We were surprised at the types of per- 


H. F. COLE 


secretary-treasurer of H. F. 
Cole, Inc. gave away hunks of 
Michigan with refrigerators. 


sons who took advantage of the offer. 
They ranged through all classes, from 
business men of high standing to factory 
workers. Many of them told us they 
were going to build cottages on their 
new property. 

The store handles refrigerators ( Norge, 
Frigidaire, Crosley, Grunow); washers 
(Thor); ironers (Thor); and radios 
(Stromberg-Carlson, Crosley, Philco). 
commercial refrigeration division 
(Frigidaire) handles air - conditioning 
and multiple sales. 

During May the company offered one 
resort lot as an individual prize to the 
salesman selling the most refrigerators. 
A group prize—which turned out to be a 
fishing trip down the Muskegon River as 
guests of the company—was offered the 
sales force if they secured a certain 


quota. 

A. M. Walker is president of H. F. 
Cole, Imc.; Mr. Cole is secretary- 
treasurer ; and D. A. Cole, vice-president. 
W. D. Seeger is sales manager. 


Wine Cooling 
Questions Asked 


UBLICITY released recently by the 

Frigidaire Corporation recognizes that 
efrigeration salesmen are targets for 
juestions on liquor cooling and service. 
fhe generation which grew up during 
the 13 years of the dry era is completely 
enorant of the art of wine serving. The 
»ressure of questions has caused stores, 
»ewspapers and vintners such as Mouquin 
t. publish charts showing proper glasses 
io be used, temperatures, and even food 
with which liquor should be served. 

For regular wine storage, according to 
rigidaire, a temperature of 55 degrees 
in a dry dark place is best. Bottles 
should be kept lying on their sides, and 
all wines, particularly red ones, should 
remain quiet for at least ten days before 
they are served. If kept in an electric re- 
frigerator champagne and other white 
wines should be placed in the lowest 
bins, red wines in the next, port, sherry 
higher still, and spirits and liquors on 
top. This is because temperature is 
higher nearer the ceiling of the re- 
frigerator. 

Recommendation by Mouquin as to 
what temperatures various wines should 
be served are as follows: Port, sherry, 
tokay, madeira, malaga, red Bordeaux, 
red Burgundy, chianti, room tempera- 
ture; champagne should be chilled before 
serving; Rhine wine, sparkling wine, 
served chilled; white Bordeaux, white 
Burgundy, 20 degrees below room tem- 
perature. 

Beer calls for 50 degrees of cold. Ap- 
parently the public knows what to do 
with this beverage, and asks no questions. 


v 
Pacemakers 


NDIANAPOLIS has been holding 

automobile races every Memorial Day 
since 1910, and few persons in the In- 
diana capital ever had an opportunity 
to meet the racers in person. 

The Geiger Co., Capitol Avenue at 
16th Street, Indianapolis, realizing that, 
brought Kelly Petillo, who won the pole 
position in this year’s 500 mile race, to 
their store for three nights, May 24-26. 
And in newspaper advertising the Geiger 
Co. tied together Petillo and refrigerators 
(Leonard) as pacemakers. 

Petillo this year took the ten mile 
record at the Indianapolis track and then 
copped the 25 mile record also, setting a 
lap average of 124 miles an hour. 

Adults attending the reception at the 
appliance store received an autographed 
picture of Petillo free. Registration cards 
were filled out which later served as pros- 
pect cards for the company’s salesmen. 
The cards listed the name and address of 
those who came to meet Petillo and 
asked whether the signer owned an elec- 
tric refrigerator or an automobile radio. 

The Geiger Co. is dealer for washers 
(Conlon, General Electric and Hot- 
point), refrigerators (Leonard), and 
radios (Stewart-Warner, Atwater Kent, 
Philco, Stromberg-Carlson, General Elec- 
tric and Crosley). John G. Geiger and 
H. F. Geiger are partners in the firm. 
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14 refrigerators and 12 radio sets can be displayed on this 
space-saving shelf devised by F. R. Rogers. 


Sardine Selling 


WNERS of 25-foot fronts are con- 
tinually oppressed by the question of 
whether to have profitable appliances up 
in the front of the store and suffer the 
cramping of space it entails—or enjoy 
plenty of aisle room. 
There was about as much elbow room 
in the Carr Hardware Company in Ames, 
Iowa, as you could find in a sardine can 


when F. R. Rogers first attempted to dis- 
play appliances in his 25 foot front. Yet 
he knew this was the logical place to 
show up these high priced beauties, right 
where customers would be forced to 
go by them. A solution was found in a 
shelf 20 x 3 ft., erected by hammering 
lead about brackets sunk in the brick 
wall. In 60 square feet Mr. Rogers has 
been able to display as many as 14 Norge 
refrigerators and 12 Philco radios. 


Refrigeration Survey 
in Indianapolis 


A survey of 155 homes in Indianap- 
olis showed a saving of $8.22 a month 
per family in using electric refriger- 
ators. The survey was made by the 
Indianapolis Times in conjunction with 
a refrigeration show sponsored by the 
newspaper and local dealers. 

Of 103 families contacted, an aver- 
age monthly saving of $8.22 was 
shown. Previous ice refrigeration 
costs had been $4.23, with power costs 
of $1.99. Operating costs of $2.24, a 
saving of $2.72 per family by quantity 
food purchases made possible with 
electric refrigerators and an estimated 
decrease in food spoilage of $3.26 ac- 
counted for the $8.22 figure. 

In 27 other cases housewives esti- 
mated their savings in power cost over 
former refrigerator costs and either 
one or the other, but not both of the 
savings enjoyed through quantity food 
purchases or through food spoilage. 
In each case they said there was a sav- 
ing in the classification they did not 
estimate, as they were unable to give 
an accurate figure. 


What every merehant should know 


HE AMERICAN WEEKLY is the “ace 
of spacs in the advertising deck.” 
It is the highest advertising card a 
manufacturer can play to increase the 
sale of his product in your store. With 
more than 5,500,000 circulation, this 
Mighty Magazine reaches more than 
one out of every five families in the na- 
tion. Your share of these families live in 
your trading area. Make them your 
customers by featuring the products 
they know about and want. 


T 


Greatest 
Circulation 
in the World 


The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 597 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 67% of its 
total circulation of more than 5,500,000. 
In each of 134 cities, it reaches one out of every two families 
In 125 more cities, 40 to 50% of the families 
In an additional 165 cities, 30 to 40% 
In another 173 cities, 20 to 30% 
... and, in addition, more than 1,885,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 


THEAMERICAN 


“The National Magazine with Local Influence” 
Main Office: 959 Eighth Avenue, New York City 
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Kelly Petillo, 10 and 25 mile ree- 
; races, poses beside another pace- 


A BIG LEAP AHEAD TOWARD 


ULTIMATE PERFECTION IN ELECTRIC COOKING 


The Greatest Advance Surface Cooking 
Efficiency Since the Advent the Electric Range 


It’s as new in principle as it is in design. 

The surface units are enclosed in a heavily insulated compartment . . . 
which brings surprising SPEED, increased heat retention and remarkable econ- 
omy of current. Cooking ODORS are positively eliminated by connecting the 
vent to an outlet. The entire compartment is insulated with half-inch asbestos 
cell. 


This design has all the convenience of a “table-top” range. The drop-leaf 
front of the surface cooking compartment forms a service top 15 } by 39 inches. . . 
in the most convenient and accessible position. The compartment and top are 
brightly illuminated . . . lighted automatically when the door is opened. 

Large baking capacity is provided by two enameled, rock wool insulated 
ovens. The one to the right is for heavy-duty baking and broiling. It has two 
1500 watt units, controlled by “pre-heat, bake and broil” switch. To the left 
is an oven of equal size, for general baking, plate and food warming and similar 
uses. Both ovens are illuminated, with automatic switches on the doors. 

Electric Timer-Clock is equipped with a selector switch for optional control 
of oven, surface cooker, or appliance receptacle. 

The MONARCH F55G is finished in a rich Ivory Porcelain Enamel with f 
black trim for contrast. All plated parts are Mircobrite, with the rich color of 
copper-nickel plate and the resistant features of Chrome. 

The entire cooking top and working surface of the drop-leaf front are 
marbleized “Dura-Glaz” .. . the acid resisting porcelain developed by 
MONARCH to give maximum permanence to surfaces subjected to hard usage. 

The following features are listed as standard on the MONARCH F55G: 

Four surface units including the new MON ARCH “Hi-Efficiency” Cooker. 


New MONARCH Oven Temperature Control with illuminated dial offers uniformly accurate 
oven heat control. 


Pilot light to indicate when any one of the surface units or warming oven is on. 
Double appliance receptacle. 


“Hi-Efficiency” Cooker Stand- 
ard Equipment as One of the 
Four Surface Units 


Write at once for photographs and prices. Be among the first to dis- 
play this sensational new range and you will benefit accordingly. | 


MALLEABLE IRON RANGE COMPANY 


860 LAKE ST., BEAVER DAM, WISCONSIN 
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Supplants both oven and surface unit 
for certain types of cooking. Gives 
marvelous results at extremely low 
current cost for roasting, stewing or 
frying meats; for boiling or ‘‘water- 
less’ cooking of vegetables; or for 
slow cooking of cereals, preserves, 
soups, etc. Cooking is done in re- 
movable enamel inset with Pyrex 
glass cover. 
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by 
T. K. QuINN 


Vice-President, 
General Electric Co. 


OW why, pray tell, are the great 

services of electricity limited to a 

relatively small proportion of 
American homes? Let us be sensible 
about it. The plain, honest answer is that 
the majority, yes seventy-five per cent of 
the families, cannot afford to purchase 
them. Monthly household income of $150, 
$125, $100 or $75 do not permit the pur- 
chase of anything requiring payments of 
as much as $10 per month, which can pos- 
sibly be avoided. The prices of current 
and of appliances are not too high, as we 
well know from the profit and loss stand- 
point of the producers. But they are too 
high in relation to the overwhelming 
majority of the pocketbooks of the country. 

Fortunately, there is a way out. The 
payments per unit of electricity may be 
lowered easily enough if we can only 
produce and sell more current. We can 
sell more current if the payments for cur- 
rent and appliances are lowered. 

The payments for appliances may be 
lowered easily enough if we can only pro- 
duce and sell more appliances. We can 
sell more appliances if the payments for 
current and appliances are lowered. 

It is a fairly accurate generalization 
that after 5,000,000 units of almost any 
product for the home are sold in this 
country, further sales are not made in ap- 
preciable quantities unless the list price 
is under $100. 

As a manufacturer, I am able to tell 
you today that we can produce suitable 
refrigerators to list for $80 or less, given 
mass production on a larger scale than 
we have heretofore enjoyed. We can 
produce suitable electric ranges in quan- 
tity to list at $75 or less. Other appli- 
ance prices either are or can be in pro- 
portion. 

But this does not finally settle all of 
the questions. 

The credit of the mass of consumers 
and their ability to pay are governing 
considerations. 

We could sell an $80 refrigerator over 
a 36 months period for a little over $2.00 
a month and sell more of them in the 
next three years than have been sold in 


Monthly Household Incomes of $150, 
$125, $100 or $75 do not Permit the 
Purchase of Anything Requiring Payments 
of as Much as $10 per Month...... 


the past 15 years. We could do so, ex- 
cept for the finance charges, which at pre- 
vailing rates, over that period of time, 
would be positively prohibitive. They 
would amount to half the price of the re- 
frigerator itself. What makes these 
charges prohibitive? Is it the cost of 
money alone? Certainly not. Is it the 
credit risk? No. Is it repossession ex- 
pense? Again no. What then is it? 
Well, it’s the booking, billing and col- 
lection expense. Remember, it costs just 
as much to book, bill and collect one dol- 
lar as it does $100 or $1,000. ,,The per- 
centage ratio of the cost becomes greater 
as the amount booked decreases, because 
the booking, billing and collection cost is 
practically fixed. 

It happens that one of the functions the 
light and power utility. companies are 
pre-eminently qualified to perform is to 
book, bill and collect small accounts. They 
do it efficiently, inexpensively and on a 
mass scale. The commercial installment 
credit companies of the country cannot 
economically handle monthly payments of 
less than $10—less than $5.00 is out of 
the question. The utility companies on 
the other hand collect monthly, payments 
of as little as $2.00 or less. Merely to 
add an item of $2, $3, $4 or $5 to the 


regular monthly bill would involve a 


minimum of additional expense. The ex-> 


orbitant cost of handling small install- 
ment payments could be more than cut 
in half, particularly with the new ldwer 
interest rates for money. Utility com- 
panies could handle the bookkeeping for 
every appliance sold on their lines, who- 
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ever made the sale. The public would 
know that an economic saving was thus 
made possible and would gladly give 
credit to the utility companies for it. 
Dealers, distributors and manufacturers 
would naturally be grateful for this help. 
Each transaction could be handled up to 
the point of default or beyond as might 
be pre-determined. Funds to finance 
these sales could be advanced by the 
utility company from its own borrowings. 
Funds could be secured from finance com- 
panies. Funds could in some cases be 
obtained from the manufacturers of the 
product. Funds could in perhaps most 
cases, under proper conditions, be secured 
through + the newly organized Electric 
Home and Farm’ Authority which was 
launched in part for just this purpose. 

A national fhove sponsored by the Edi- 
son *Electric Institute would popularize 
the whole program and make clear its 
purpose and benefits. 

The result should be to double the pres- 
ent domestic load within three years with 
strong promotional support. Greater 
goodwill would automatically follow. 
Millions more of American homes could 
enjoy the help of modern electrical 
servants. Prices of both appliances and 
rates for the current to operate them would 
be less. The industry would automati- 
cally secure a favorable public reaction. 
In short, it seems to be a crucial matter of 
great ultimate importance. 

The plan is not brand new. It has 
been successfully worked, in somewhat 
different form, by several companies, 
with beneficial results. It is an important 


j 


From an address delivered 
at the E.E.I. Convention, 
Atlantic City, June 6 


LAZARNICK 


part of the promotional plans of the Elec- 
tric Home and Farm Authority in the 
Tennessee Valley. I commend it to you 
for universal adoption as a practical 
means at hand to help meet the competi- 
tion of the times in a manner not incon- 
sistent with modern methods or out of 
tune with competitive practices. 

Without some such special effort we 
seem doomed to slower and less satisfac- 
tory progress. The objections and fears 
we may have about it appear to be out- 
weighed by the many obvious advantages. 
It is a definite, practical plan which can 
be adopted almost immediately, promis- 
ing very much more in concrete results 
than so many of our broad, high-sounding 
but less tanglible, general programs. 

Whatever is done should, as I have 
said, be undertaken on a national scale. 
Surely we have learned by this time that 
while the utility companies operate in 
localized communities the thinking which 
influences their sales standing and reputa- 
tion is largely nation wide. Each com- 
pany is in a sense competing with every 
other one. No one can long afford to be 
far behind the leaders. Maintaining po- 
sition is one of the essentials of success 
in competition. 

At the moment, the Government is 
actively undertaking a number of large 
power projects. They will have the ad- 
vantage of lower cost capital and prob- 
ably somewhat less, if any, taxation. This 
is competition which private enterprise 
can meet only with increased activity and 
greater efficiency. It is of the utmost 
importance that advantage be taken of 
every possible, sound, load building plan 
We can count upon present larger do- 
mestic users of electricity to continue 
their requirements. Having learned from 
experience the great value and usefulness 
of electrical home servants, they will not: 
willingly give them up. But these are 
only about one-fourth of the total num- 
ber. Our big job is to sell the other three- 
fourths. They are homes with lower in- 
comes and we must make terms to come 
within their means. There is no other 
way. ‘ 
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The PAY-AS-YOU-USE PLAN 
on the Pacitie Coast 


PIONS of the last few years the Pacific Coast. Washing machines, 
have made the problem of collections mangles, refrigerators, electric ranges, 
after sales one of the most difficult which electric heaters and air conditioning 


i p hi face. N y hav i nake up a few of the house- 
the industry has to face. Not only have equipment make up — , “a = i 
‘time payments been uncertain in many hold items that are being successfully ype 
instances, but it is certain that many sold and paid for through a metered pay- on the Coast. 
sales have not been made because of an as-you-use plan. 


inability on the part of the purchaser of ated meters has spread beyond the house- ; 
the equipment to meet the rather stiff con- hold stage to a point where automotive may throw up their 
ditions which the dealer has had to im- and shop equipment, such as lathes, drill hands in horror at the 
pose in order to safeguard his business. presses, steam plants, printing presses and suggestion of basing a 
And yet the equipment, once in use, would other heavy machinery is being installed sales plan on the slot 
in many cases pay for itself. in depression-wracked establishments that machine premise, but 

It is just this principle of allowing can pay for equipment as used, but could changing conditions can 
electrical conveniences to be their own not present a satisfactory credit rating change even the set rou- 
bill collectors which has led to the wide to earn a long-term payment plan on tine of conservatives. 
extension of the use of coin meters in paper. The Welcome Meter 
connection with electric appliances on Conservative electrical merchandisers Company of Pasadena, 


The use of coin-oper- 


washer being used 


™ 


It is a well-known fact that every feature in a 
Delco motor is developed to the point where 
it will give the utmost in service. A notable 
example is Delco’s SEALED LUBRICATION, 
which insures proper, automatic lubrication from 
the very day the motor leaves the factory, as 
well as continuous, care-free operation for a 
longer period than is possible with motors not 


course 
Sealed 


having this feature. Sealed lubrication is a sure 
prevention against over-oiling, just as it is a 
safeguard against loss of oil. It is one of the 
features that help to make Delco motors more 
quiet and long-lived—just one of the features 
that help to satisfy the ultimate buyers of Delco- 
equipped appliances. For Delco motors not only 
sell themselves, but also help sell your product. 


Delcos have 
Lubrication 


California has tested out the meter 
method of appliance sales, with satisfac- 
tory results in a wide field of application. 

Satisfied that a tested plan is always 
easier to sell to the trade than an un- 
tried idea, the Welcome Meter Company 
purchased a shipment of washing 
machines and equipped them with pay 
meters. The meters were set to operate 
forty-five minutes for each quarter dollar 
dropped in the slot. The machine could 
be turned on and off without affecting 
the total running time purchased. The 
meter could not be tampered with, and 
the counterfeit coin detector was in- 
cluded in each installation. This not only 
rejects the spurious coin, but keeps it in 
sight for an appreciable sight to em- 
barrass the user. In order to be con- 
servative, the toughest possible market 
was sought to make the first test. The 
lowest financial bracket was stepped into 
by selecting an auto camp on the out- 
skirts of Los Angeles, and there the first 
metered washing machine was installed. 
To many, the auto camp suggests the 
luxury of motor travel, but in southern 
California there is a type of auto camp 
which is simply a group of cabins in a 
group of eucalyptus trees into which limps 
a great percentage of weary cars filled 
with wearier families after a long over- 
land trek to the “promised land.” In 
many cases an automobile junk yard ad- 
joins the auto camp and the cars that 
come in never get out. In other words, 
this type of auto camp often becomes the 
permanent residence of many a traveler. 
At any rate, the one selected by the 
Welcome Meter Company measured up 
to the above description, thus excluding 
the high class tourist communities of 
this locality from any slander. 

Cleanliness proved important to the 
camp residents, however, for the two 
machines returned $23.50 the first month. 
The original machines and meters are 
still doing business, having paid for 
themselves several times over. 

Needless to say, news of the experi- 
ment spread fast. Electrical appliance 
dealers in other sections of the Pacific 
Coast adopted the meter as a sales 
medium for large stocks of used washers, 
refrigerators and other equipment that 
had been choking their stores and pre- 
venting the sale of new merchandise. 
With inventories reduced, new stocks 
were put in, and moved. The meter had 
helped to bring about a semblance of 
business normalcy. 

Los Angeles County is famous for its 
year ’round playgrounds, stretching from 
the alpine heights of the Sierras to the 
long sandy beaches fronting the Pacific. 
These publicly operated retreats become 
thriving communities over the week-end. 
In the mountains the fire hazards make 
electricity the safe cooking fuel. At the 
beaches, scarcity of wood makes elec- 
tricity economical. So from beach to 
mountains the county play camps provide 
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Dealer Breaks Into Post 


ALF a dollar and half an hour with a rubber stamp 
gave John Schoenhauer Electric Shop of Sterling, 

Ill., an advertisement in the Saturday Evening Post the 
other day. Stopping the delivery boy with his wagon, Mr. 
Schoenhauer persuaded him to mark each advertiser 
whose product is found in the store. In red ink, the name 
stood out unmistakably, and some 435 Sterling families 
were reached at a record low cost. Schoenhauer carries 
Speed Queen washers and Grunow radio and refrigerators. 


Quick Naptha (bar)—Swift & Com- 
pany 
Rinso (granules)—Lever Brothers 
Silver Dust (granules)—Gold Dust 
Corporation 
Super-Suds (granules) — Colgate- 
Palmolive-Peet 
White King (granules)—Los Angeles 
Soap Company 
(Note—Some of these soaps may be used 
for fine laundry work.) 
Strong Soaps: 
Gold Dust Soap Powder—Gold Dust 
Corporation 
Octagon Soap Powder—Colgate-Palm- 
olive-Peet 
Swift’s Pride Soap Powder—Swift & 
Company 


STARCHES 
Lump Starches: 
Argo-Kingsford-Linit—Corn Products 
Refining Company, New York 
Powdered Starch: 


Prussian Bluings (liquid bluings): 
Little Boy Blue—John Puhl Products 
Company, Chicago, IIl. 
Mrs. Stewart’s bluing—Luther Ford 
& Company, Minneapolis, Minn. 
Bluing Soap Flakes: 
Ia France—General Foods Corpora- 
tion, Battle Creek, Michigan 
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New Use for Wringer 


NEWS story from a Newburg, Ore- 

gon, paper tells of a local house- 
wife who has found a new use for her 
electric wringer. Mrs. O. B. McCum- 
ber dreaded the task of shelling peas as 
the canning season for that vegetable 
approached. Therefore she put her 
faith in the universal usefulness of elec- 
tricity to the test and turned to her elec- 
tric washing machine. First she soaked 


electric hot plates for excursionists. Un- 
til the meter was adopted as a means of 
control, the power cost represented by 
these hundreds of outlets was a cause for 
economic alarm. With meters attached, 
each hot plate and every meal cooked 
thereon has become a profit feeder to the 
public coffers. 

In the cities the meter has aided in 
furnishing recreation to thousands whose 
daily work deprives them of outdoor ex- 
ercise. Los Angeles’ spacious parks and 
public playgrounds hold many fine tennis 
courts. Climatic conditions are condu- 
cive to night tennis, but floodlights con- 
sume power out of all proportion to the 
general public’s appreciation of tennis. 
“Let the players pay,” came the saving 
suggestion. But how? Meters were in- 
stalled and tennis became an asset on the 
city’s books as well as in the lives of 
thousands of office workers and others 
who could not habit the courts by day. 
Just to cite one case, the five floodlighted 
courts at Exposition Park equipped with 
meters averaged $320.20 per court in a 
single year. 

The electrical timing meter operated 
by coin has thus been enrolled as a robot 
salesman of the electric power and appli- 
ance field. Adaptability to coins of any 
denomination and subject to regulation 
of the periods of use from a few minutes 
to several days gives the meter a wide 
range of possible uses. The particular 
meter mentioned in this article has no 
clock movement or other delicate mecha- 
nism, which explains its practicability in 
spite of heat, cold, dampness or fog. 

The mechanical age suggests that here 
seems to be a substitute for an electrical 
appliance salesman who can also make 
collections. 


v 
New Laundry 
Book Classifies 
American Soaps 


QUESTION frequently put to 
washing machine salesmen deals 
with the kind of soap the housewife 
should use. Of interest in the new book- 
let “All About Laundering,” issued by 
McCall’s Magazine, is a list of washing 
machine ingredients properly classified. 
They are as follows: 
Soaps 
Mild Soaps: 
Ivory (bar, flakes, granules )—Procter 
and Gamble Company 
Lux (flakes)—Lever Brothers 
Palmolive Beads (granules )—Colgate- 
Palmolive-Peet 
Wool (bar, flakes) —Swift & Company 
All-Purpose Soaps: ‘ 
Chipso (flakes and granules )—Proc- 
ter and Gamble Company 
Crystal White (bar, flakes, granules) 
—Colgate-Palmolive-Peet 
Fels Naptha (bar)—Fels & Company 
— (bar ) — Colgate-Palmolive- 
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the pods in scalding water to soften 
their texture and cause them to split 
open more readily, then she fed them, 
BLUINGS stem end first, through the power 

Ultramarine Bluings (cake bluings): wringer of her electric washing ma- 
American Ball Blue—Heller & Merz chine. Three persons *#ed pods into 
Company, New York the wringer with both hands as fast as 
Bleachette Laundry Blue—Ultramarine they could handle them and in less than 


Elastic—Hubinger Company, Keokuk, 
Iowa 


Oxydol (granules) — Procter and 
Gamble Company 
P & G (bar)—Procter and Gamble 


Company Company, New York three hours’ time, Mrs. McCumber had 
Quick Arrow (flakes)—Swift & Com- Reckitt’s Paris Blue—Reckitt, New ready for canning fourteen and a half 
pany Brunswick, N. J. quarts of shelled peas. 


Refrigerators, washing machines, radios, vacuum cleaners, 
have all had their days of popularity. Now oil heating 
is stealing the show. It will be the “big thing” in house- 
hold utilities for many years to come. 


Thousands of families who already have radios, wash- 
ing machines, vacuum cleaners and refrigerators, are 
now thinking about automatic oil heating. And, ina 
majority of cases, this means Timken Silent Automatic 
oil heating. Timken sales for 1934 prove this fact. All 
records for 1933 are being smashed. Note the figures. 


People are choosing Timken because of their faith in 
the great Timken name—in Timken’s matchless oil 
burner experience — and in the recommendations of 
Timken’s 100,000 users. 

Selling Timken Silent Automatic Oil Heat is a spe- 
cialty job. You know all the answers in specialty selling. 
Your present customers offer a waiting market in which 
you are known. The name “Timken” added to yourname 
will make selling easier. Why not go after these extra 
dollar-profits? Write or mail the coupon at once. 


THE TIMKEN SILENT AUTOMATIC CoO., Detroit, Mich. 


AMAZING 
SALES CONTINUE TO 
SMASH 1933 RECORDS 


March, 1984—New high record—ll6% ma 
burners sold than in March, 1933.* 
April, 1994—105% increase over April, 19% 
‘March, 1984. . . Dealer sales up 219%. 
April, 1984 . . Dealer sales up 226%. 


® It is beliewed that Timken sold more units 
in March, 1924 than any other manufac- 
turer has ever sold in this month of the 

ese figures go to press in 
oon figures for May, 1934 indicate that 
Timken is heading for the most success- 


The Timken Silent Automatic Co. 
172 Clark Avenue, aoe age Mich. 


Please send details of your proposition 
to dealers: 


Name 


Add: 


State.. 
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You need 


the new Ormond 


for the last word in 
design to— 


1. REACH THE BETTER TRADE 
2. COMPLETE YOUR DISPLAY 


Erenicely original in design and con- 
struction. Stove and decanter a single 
unit. Glass freely removable for wash- 
ing With Strainex—a combination 
coffee and tea maker 


Every hostess will want to own the 
beautiful new Ormond 


2 to 8 cup sizes $10.75 to $10.95 


complete with tray, tea caddy and 
Strainex for brewing tea at the table 
$2.40 extra 


Your holiday assortment is not com 
plete without the Ormond. Order your 
sample today 


‘Trade Mark Res. Put 


THE SILEX COMPANY 
HARTFORD, CONNECTICUT 


They Work 


MAGAZINE can publish two 

general types of articles. One 
kind may be interesting and in- 
formative but not necessarily help- 
ful. The other kind of article is 
the very practical, usable variety 
that a subscriber can make work 
for him. 


In the June issue of the New 
Electrical Merchandising appeared 
an article by G. E. Stedman called, 
‘Salesmen Are Only 20% Effec- 
tive.” Here's a report we've re 
ceived that shows articles like these 
work for subscribers 


At a sales meeting of the direct 
sales force of the Hoover Company 
in Pittsburgh, one of the junior 
managers, Mr. G. B. Sturgeon was 
asked to outline some of his sales of 
the past week. In his talk Mr. Stur- 
geon called the salesmen’s attention 
to the Stedman article in the June 
issue of Electrical Merchandisins 
and emphatically stated that he was 
able to increase his sales by analyz 
ing his methods according to Mr 
Stedman's directions in the article 
Mr. Sturgeon told the salesmen that 
this one article was worth the price 
of an Electrical Merchandising sub- 
scription for a year.” 


- IS the aim of our editors to 
give their 25,000 readers more 
of the kind of articles that work 
We believe this aim is partially re- 
sponsible for the high degree of 
reader interest enjoyed by 


The NEW 
Electrical 
Merchandising 


CHEERS and a few Jeers 


4” nts of Sub 


‘Congratulations on the new make up. 
‘It’s a natural.. Wonder if you remem- 
ber when I started electric shops in dept. 
stores. Still going, went through the de- 
pression and made a little money.” 

H, B, JONES, 
Brown Dunkin, 
Tulsa, Okla. 


‘I like the new arrangement and size 
very much. It’s different anyhow.” 
J. R. MIRGON, Vice-President, 
Haw Hardware Co., 
Ottumwa, lowa. 


“Magazine received is O.K. 
tures and design is very nice.” 
LEONARD R. PARTEE, Owner, 
Burlington Kelvinator Co., 
Burlington, Wisc 


News fea- 


“Distinct improvement in advertising 
get up and better readability.” 
W. M. MURRAM, Dist. Mgr., 
Kansas Gas and Elec, Co. 
Independence, Kas 


“Your change is wonderful. 
keep the pages full? 
ter trade book.” 


Can you 
Never read a bet- 


J. H. PEARCE, 
J. H. Pearce Co., 
Conway, Ark. 


“We like the new magazine.” 
W. C. CARTER, 
W. C. Carter Co., 
Scranton, Pa 


wonderful improvement.” 
KEHL ELECTRIC COMPANY, 
Green Bay, Wis 


“Your magazine appears entirely new. 
Very acceptable, interesting and educa- 
tional. We enjoy its contents immensely.” 

KING D. HADLEY, Owner, 
King Appliance Co., 
Bradford, Pa. 


“I think the new issues are more at- 
tractive and certainly will prompt the 
passing over into the hands of others 
who have had to wait longer. I like it.” 

T. B. POOLE, Com. Mer., 
Southern Public Utilities Co., 
. Salisbury, N. C. 


“First reaction was that it was too big 
and cumbersome. However after reading 
it through believe the layouts, etc., make 
up for the size and that it is a real im- 
provement.” 


B. A. SEIPLE, 
Jersey Central P. @ L. Co., 
Asbury Park, N. J 


“Your new issue is a dandy—it shows 
off the advertisements much better—the 
reading is easier and appears to carry a 
lot of prestige. The only suggestion | 
have is that it be made just a trifle smaller 
to fit a salesman’s brief case.” 

HENS & KELLY CoO., 
CHARLES GEYER, Jr., 
Buffalo, N. Y. 


“The material in the June issue is in- 
spiring, but the size is inconvenient for 
(a) reading, (b) taking home, (c) passing 
around through the organization.” 

CHAS. M. BELTZHOOVER, 
The Beltzhoover Electric Co., 
Cincinnati, Ohio 


“Can't fully agree with Mr. Rae in 
regard to size, but we like it regard- 
less.” 

F. HURLBURT, 
Central & Public Service Corp 
Claremont, N. H. 


“While it is a real nice job—lI find it 
harder to file, harder to manipulate in 
point of handling while reading it. 
would much prefer having it more on 
the order of smaller leaves—or sheets 
and thicker if it is enlarged.” 

J. STANCIL, 
Mullins, 8. C 


“Size secondary, inasmuch as we are 
only interested in articles, and advertis- 
ing.” 

E. G. BENEDICT, 
Benedict Electrical Store, 
Cobleskill, NW. Y. 


“I like the change made.” 
+. R. RUNYAN, Mer., 
Florida Power Corp 


J. T. ROGERS, B 
P 8. 
Ohio. 


“New arrangement is quite an improve- 
ment over old method in that illustrations 
are more readily played up. Reminds mé¢ 
of the Chinese proverb—one picture is 
worth a thousand words. A good pic- 
ture and plénaty of them.” 

W.E GLEMENT 


Director Con Promotion, 
New Orleans Public Service, 
New Orleans, La. 


“Improved 100% and more valuable to 
the dealer.” 
A. E. HOLLINGER, Owner Mer., 
Hollinger Furniture 
Huntingdon, Pa, 


“I believe your new magazine is much 
more effective and interesting.” 
JULIUS HERTZBERG, Mdse Buyer, 
Sons C ompany, 
Washington, D. C 


“The new ‘Electrical Merchandising’ 
is certainly a step forward. Your edito- 
rial information and display advertise- 
ment as set forth should be an added at- 
traction to all.” 

LOUIS WIENER, Manager, 
Judson C. Burns, 
Camden, N. J. 


“Size and make-up more a surprise but 
a pleasant one. Subjects informative. 
Would like to see more on Electric 
Cookery, however,” 
ROBT. H. GIEAD, Gen. Com. Mer. 
Virginia Public Ser. Co., 
Alexandria, Va. 


‘Electrical Merchandising magazine’ is 
much more noticeable on account of the 
size and will be more helpful to the 
merchant. My employees have shown 
more interest in the magazine this month 
than they have at any other time due to 
the change.” 

MANAGER, 


Equitable Sales Company, 
Braddock, Penna. 


“Much better!” 
WEST PENN POWER COMPANY, 
Main St., 
Clarion. Pa 


“Personally, I consider this magazine 
very much improved over the old one, 
therefore feeling you have made a change 
for the better.” 

CHARLES F. HARTZ, Treas., 
Appliance, Engr. &4 Equip. Co., Inc., 
Portland: Maine. 


“A real improvement over the old is- 
sue. I congratulate you. 
KORDENBROC K, Buyer, 
‘amous Barr Co., 
St. Louis, Mo. 


“Everything O.K. except size. 
suggest 9 x 12 inches.” 
J. W. WALDORF, & Dept. Head, 
Hothschild, Kohn € Co., 
Baltimore, Md 


Would 


“For the first time in my life I take 
my pen in hand to write to the Editor 
of a magazine. In spite of the article by 
Mr. Rae on page 84 of the June issue of 
‘Electrical Merchandising, I think you 
made a rotten guess in bringing the paper 
out in its present size. My reaction is 
that not only it can’t be filed, I shan't 
make any attempt other than to dump 
it into the waste basket as quickly as I 
glance through it. In the past we have 
kept the annual and statistical numbers 
of ‘Electrical Merchandising’ as perma- 
nent reference copies. I hope, therefore, 
before the next statistical copy comes 
out that the paper will be back to its com- 
mon sense normal size.” 

c. V. SORENSON, 
Merchandise Sales Mer., 
Public Service Co. of Indiana, 
Indianapolis, Ind. 


“Maybe it can’t be filed, but the other 
size was better for our use; otherwise we 
are much in favor of the new set-up.” 

W. G. KEAY, Asst. to Vice-Pres., 
New England Gas € Electric Assn., 
Cambridge, Mass 


“We think it is SWELL.” 
MRS. N. WHELAN, Manager, 
Whelan Shop. 
Fort, Fla. 


“Your new ‘Electrical Merchandising’ 
size, set-up and content seems to lift it 
up to the ‘class’ position in its field. I 
think it’s vastly more attractive.” 

FRANK 8S. WHITING, V. P., 
American Furniture Mart, 
Chicago, Ii. 


“A great magazine. Easy to read at 


a glance. Best wishes for future.’ 
DALLAS ELEC. SUP. CO 
Dallas, Texas. 


WILLIAM BRITTON, Head, 
Yiliam E. Britton Son, 
Locust Valley, 8. 1., N. Y. 


“Congratulations! I spent a _ very 
pleasurable evening in reading ‘Electrical 
Merchandising’ from cover to cover. It 
surpases all expectations, even of what 
McGraw-Hill with its exceptional re- 
sources might produce. The broader 
editorial scope, the colorful appearance, 
pleasing type face, and open effect of the 
combined editorial and advertising page 
make it very readable. The new ‘Mer- 


ribers on the New “ELECTRICAL MERCHANDISING” 
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chandising’ sets a new high water mark 
in the business paper field. Its fresh 
ness reminds one of Fortune when the 
first number came out and the comment 
made on it then, so far ahead was it then 
of anything attempted previously. I hope 
you can keep it u 

GEORGE JAQUET, Secretary, 

Connecticut Utilities Merchandising 
Committee, 
Branford, Conn 


“Excellent!” 
EDWARD D. MUIR, Mer., 
Edwin D. Muir Refrigeration € 
Appliances, 
San Antonio, Texas 


“Very fine.” 
H. F. LAUB, Manager, 
Cache Valley Electric Co., 
Logan, Utah. 


“The editor's page in the June issue 
was instructive and interesting. Subject 
matter throughout was easy reading. | 
agree with Paul Zimmerman.” 

JOS. C. JARVIS, District Mer., 
*ublic Service Co. of Indiana, 
Bloomfield, Indiana 


“Healthier Looking. 
HOUSEHOLD APPLIANCE CO 
Point, North ¢ ‘arolina 


“Like the new issue except size. Just 
a little large. I believe to cut it down 
about 4 from present size would make it 
much more practical for reading. Copy, 
etc., okay.” 

A. H. COBB, JR., 
Mer. Electrical Department, 
Bon Marche, Inc., 
Asheville, N. C. 


“General layout good—but go back to 
old size by all means.” 
W. KIGHT, Gen. Mdse. Mer., 
Potomac Edison Co. 
Hagerstown, Md 


‘Good type, easy to read. Like the 
Saturday Evening Post, it is clumsy and 
tiresome to handle. Opinion generally 
favorable.” 

W. G. BURRILL, Comml. Mgr., 
Staten Island Edison Corp., 
Staten Island, New York. 


“We are very well pleased with the 
new issue of your ‘Electrical Merchandis- 
ing.’ This magazine is a great help to us.” 

0. A. MANN, 
Home Service Supply Co., 
Tucson, Arizona. 


“Splenaid.” 


GUY E. DAVIS, 
Pacific Power & Light Co., 
Portland, Ore. 


“A big surprise! 
more readable. 


But attractive and 
Ads are more 
E. ST UD, 

Calif. 


“It's great—bigger and better than 
ever. Read it from front to back. Keep 
up.the good work. Crazy about the ‘new 
models’ dept.” 


D. M. ANDERSON, 
D. M. Anderson Radio Shop, 
Fresno, Calif. 


“Fine but feel more advance informa- 
tion on new appliances long before re- 
lease helpful. Sales decreasing on any 
appliance good information.” 

G. W. ANDERSON, 
Bridgeport, Conn 

“Your June number of ‘Electrical Mer- 
chandising’ is a distinct improvement. It 
is more readable and we like the new 
style and make-up very much.” 

GEO. W. RUITER, 
Eugene Home Appliance Co., 
Bugene, Ore 


“It's a little large to open on the desk 
as we have a few things that we have 
to keep on our desks daily. On the other 
hand, the ads look much better, but if 
you charge by the inch—anyway it’s good 
reading.” 

R. STEIN, 
The National Electric Co. 
Youngstown, 


“We are quite enthusiastic about the 
new make up of ‘Electrical Merchandis- 
ing. We believe it will be more readable 
and more helpful to us than ever before— 
and it has always been a good magazine 
and has been appreciated by most of the 
trade.” 


WHELESS GAMBILL, JR., 
Gambill Distributing Co., 
Nashville, Tenn 


“IT read the first issue of your new and 
bigger ‘Electrical Merchandising’ with a 
great deal of interest. It seems to me 
that in this new form you are going to 
be a real help to the Department Store. 
I like your idea of handling each appli- 
ance in a separate section.” 

SELKIRK, 
G. V. 8. Quackenbush Tne., 
Troy, N. Y. 
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Around 


the 


Westinghouse Stores 
Detroit 


Find Swing Definitely Here 


Store managers of The W 


estinghouse 
Stores, Detroit, Mich. Left to right: 
Front Row, L. R. Wilcox, R. 
Schneider, retail sales manager; R. H. 
Pizor. Standing, Fred Hedrick, E. A. 


Barth and J. J. Ross. 


HE month of March was an 

i important one to Detroit ap- 

pliance dealers. That date marks 
the turning point in appliance sales 
from a cash business to installment 
buying, from meager cash sales to vol- 
ume business. 

Raymond J. Schneider, retail sales 
manager for The Westinghouse Stores, 
Detroit, Mich., is authority for that 
statement. 

“March saw a definite shift in the 
buying mind,” he said. “Before that 
no one would sign a contract if he 
could not pay cash. Nobody would 
sign paper unless they had the money 
to pay for their purchases. 

“Today, the buying mind has 
changed. You still have to lead it 
into saying ‘yes,’ but it can be done far 
more easily. Folks have a new con- 
fidence in their jobs. They aren't 
afraid to make down-payments any 
more.” 

The Westinghouse Stores in Detroit 
are a unique group of specialty stores 
operated by Mr. Schneider as a mutual 
cooperative group under the paternal 
wing of the Detroit Westinghouse 
Electric Supply Co. Westinghouse 
sells to Mr. Schneider just as they 
would to any other dealer. He, in 
turn, through the stores, sells to the 
public. Where the stores differ from 
others is that Westinghouse handles all 
paper. The supply company is still a 
wholesale house, and is by no means 
a retailer, but the company stocks its 
merchandise in The Westinghouse 
Stores and finances all paper through 
the outlets. Westinghouse has taken 
over retail sales in Chicago and Phila- 
delphia, but in a different manner from 
that used in the Detroit stores. + 
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Attractive interior of one of The Westinghouse Stores. 
minutes after this picture was taken the prospects actually bought the 
refrigerator.) 

ABOVE—The Downtown store, at Gratiot and Library streets, is located 
to catch floor traffic. 


Mr. Schneider provides the sales 
stimulus and the organization to sell 
Westinghouse goods. He pays all 
commissions to salesmen, rents all loca- 
tions under his own name, and pays 
for heat and light. Seven operating 
points in Detroit, with one downtown 
store and six neighborhood locations 
are maintained. The organization is 
just two years old, being formed in 
May, 1932, around a group of inde- 
pendent merchants who had established 
a certain prestige in their neighbor- 
hoods. They formerly were furniture 
dealers, hardware dealers or small 


(P. S.—Five 


electrical dealers. On formation of 
The Westinghouse Stores they became 
part of a chain organization. 

Five to ten salesmen operate out of 
each store, with about 50 salesmen 
covering the city. Salesmen have been 
assigned to certain territories, but 
there are no absolutely closed dis- 
tricts. “Our method is a little loose 
and a little tight,” Mr. Schenider ex- 
plained. “We have found that 15 per 
cent of our salesmen do 85 per cent 
of our business. Why should we 
penalize the producers by closing terri- 
tory bottle-tight? It is impossible to 


RAYMOND J. SCHNEIDER 
retail sales manager of The 
Westinghouse Stores, puts 


over a cost argument by 
means of a blackboard. 


be fair to producers in running an 
ironclad closed territory business. 

“Closing territory is like taking a 
race horse and pulling him down. Of 
course we give salesmen who have been 
assigned to a territory all possible 
leads and assistance. That man is 
protected in that territory and given all 
the cooperation at our disposal, but 
the territory is not closed to other 
salesmen if they have leads in that dis- 
trict.” 

Knowing that business will not walk 
in the door by itself and that few sales- 
men can make a sale by staying in- 
doors. Mr. Schneider has posted a sign 
in all of his stores: “You are employed 
primarily as an outside salesman and 
as such you must spend at least 60 per 
cent of your employed time on outside 
sales.” 

Illustrating the rapid swing in the 
buying mind since March, Mr. 
Schneider pointed to empty warehouse 
stocks on refrigerators. His organiza- 
tion had five carloads of boxes on 
order on May 1 and only a few of 
them had not been sold. By July 1 
he said there would be no refrigerators 
available. And with the demand for 
refrigerators skyrocketing he said used 
refrigerator prices also were climbing. 

“The demand is four times as great 
as it was a year ago,” he said. “We 
can’t fill our orders, because we can’t 
get the boxes. This is a situation 
which never existed before. We have 
had to say time and again that we 
haven't got models on hand. Factories 
are far behind on deliveries and still 
the orders come piling in. Early in 
May we averaged ten new refrigerator 
sales a day, simply because we had 
created a demand. 

“T insist that our salesmen write 
an order, even if the prospect says no. 
It certainly does no harm to fill in an 
order blank, and nine times out of ten 
it will result-in a sale these days. 

“We expect to sell 1,000 refrigera- 
tors in Detroit this year. And an equal 
amount of washers. Washer sales are 
steadier over a period of time and do 
not reach the sudden peaks refrigerator 
sales do.” 
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Sell the 


There's aBREEZO 


market among 


your old customers 


Go after it 
for PROFIT ¢ 


You've refrigerated their food— 
washed their dishes and clothes 
NOW—«ool their kitchens and venti- 
late their homes—without draft— 
quietly, quickly, PROFITABLY 

Call again on any one of your old cus- 
tomers—show how a BREEZO FAN 
makes a cool, comfortable, odorless 
kitchen. Take the order! Repeat this 
with your other customers and you'll 
be amply rewarded for your efforts. 
Sales are increasing for those dealers 
and distributors who are on their toes 
pushing ventilating fans. 

With Breezo you sell satisfaction as 
well as economical ventilation. An- 
other link in the chain which holds 
old customers—a goodwill builder for 
those you sell first time. And you 
keep your profits intact because 
Breezo requires no costly servicing. 
The Breezo PROFIT-LINE includes 
fans in all sizes for domestic and com- 
mercial use Don't overlook the 
restaurants, hotels, hospitals, etc. in 
your community. They are interested 
in ventilation—and Breezo Fans will 


meet their requirements 100%—in 
quietness, freedom from attention, 
economy and all-round satisfactory 


performance. 


If you are not already a Breezo dealer, 
write for details and prices 


“ACE” COAL BURNER 


There's money in showing your cus- 
tomers how to burn cheap coal eco- 
nomically. 

Now's the time to show your cus- 
tomers how to cut their next winter's 
coal bill—NOW, before they fill up 
their bins with high priced coal. 
“ACE” Coal Burners pay for them- 
selves by making it possible to burn 
the cheaper grades oak Think of 
being able to show savings in the fuel 
bill of from 40 to 50%! Yet that's 
just what “ACE” Coal Burners are 
doing for their users. 

These units are available for all house- 
heating furnaces and are easily in- 
stalled. They are available for either 
hand or automatic control—are quiet, 
low in current consumption and 
thoroughly reliable. Write for com- 
plete details. Bulletin No. 2942. 


BUFFALO 


FORGE COMPANY 


205 Mortimer Street, 
Buffalo, N. Y. 


In Canada, Canadian Blower G Forge 


Co., Ltd., Kitchener, Ont 


6500 Barners in 8 Months 


should be supplanted by better men. 

“Of the fourteen or so men at present 
working out of this store I have about 
six men who regularly earn over $100 
a week. Between $100 and $150 a week. 
| have some more that earn between $35 
and $50 a week. The rest earn less than 
that and are the poor producers. I don’t 
know why. I don’t even care to know. 
| am not going around and wet-nurse 
them. If they don’t want or can’t make 
money selling oil-burners they should be 
busy doing something else. They will 
eventually be replaced. 

“But there is no use getting around 
the fact that any specialty selling or- 
ganization depends on men. Those men 
have got to be given any opportunity to 
make money. Those that take the oppor- 
tunity will be with us years from now— 
the others will be eliminated.” 

(2) Sales training. 

“All the men,” he continued, “are 
given the advantage of a sales training 
course by factory-trained experts on oil 
burning. They learn all there is to learn 
about the operation of the burner itself. 
We don’t want them to know too much. 
Chat is important. They must never lose 
sight of the fact that they are selling con- 
venience, economy, cleanliness and all the 
other things that go with automatic oil 
heat. There is no need for them to fill 
their minds with a lot of technical de- 
tails about the operation of all the 
burners there are on the market. They 
become confused and talk to the house- 
wife about thermal units and heat radia- 
tion and methods of mixing oil with air, 
until the poor woman is dizzy. She 
doesn’t know anything about those things. 
She has heard her neighbor talk about 
the luxury of having an oil burner and 
she is willing to talk about that for hours. 

“Of course, where you come across 
a husband who is mechanically inclined 

and you do every so often when you 
consider that 85 per cent of all sales are 
closed at night with the husband as the 
deciding factor—then it is wise to know 
something about the various heating sys- 
tems on the market and especially about 
the particular problem of heating that 
the prospect’s house presents. 

“Here again, though, | am all in favor 
of the salesman knowing as little as pos- 
sible. He should be candid and say, 
‘Frankly, I don’t know how to answer 
that question. But I'll send one of our 
engineers right over and he will be able 
to go into the matter with you.” 

“The customer likes that approach. 
When a man admits that there is some- 
thing he may not know about, the cus- 
tomer is always willing to give him 
credit for the things he does know. 

“In other words, don’t make an engi- 
neer out of a salesman. He is selling an 


idea—the installation men can do the 
rest.” 

(3) Approach. 

To the problems of a department 


store’s approach in selling oil burners on 
the outside, Gary Eser was just as 
explicit: 

“There is no reason why a department 
store should not engage in outside sell- 
ing,” he said. “In many cases, we have 
been the instrument of getting a customer 
back that had some grievance arising gut 
of a previous purchase. There was a 
woman we called on, for instance, who 
had bought a watch that twice had gone 
out of commission and twice had been 
repaired. When it failed her the third 
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time she decided to buy nothing more 
from Hochschild, Kohn. Naturally, when 
the oil burner salesman came around 
to sell her, she almost slammed the door 
in his face and said she’d buy nothing 
from the store. He found out the facts, 
turned them over to the adjustment de- 
partment and they paid the woman the 
purchase price of the watch. 

“How does the salesman approach the 
customer ?” I asked. 

“He has a more or less standard ap- 
proach,” Gary Eser said. “In the first 
place, he should keep his hat on to avoid 
being taken for the usual peddler. Then 
he should ring the bell and when the 
woman came to the door he should say, 
‘How do you do? I am from Hochs- 
child, Kohn.’ The customer knows the 
name of the store and is favorably im- 
pressed. His next question is ‘Have you 
an oil burner ?’ 

“There can only be two answers— 
‘yes’ or ‘no.’ 

“Immediately he has registered the 
customer in his mind as a prospect or 
otherwise. 

“If the answer is ‘no’ he is in a posi- 
tion to ask if he may step inside a minute 
and look over her present heating system. 

“Every case is different, of course, de- 
pending on the woman, but the main 
thing that the salesman should keep in 
mind is that he must put the woman at 
ease and pave the way for talking about 
the heating system.” 

(4) Gas competition. 

“Codes are beginning to straighten out 
the unfair situation resulting from the 
competition of automatic gas heat. But 
that is no reason for letting up on oil 
burner sales activity. Since the first of 
this year, the gas company has installed 
some 500 systems. Many of those will 
come out, due to high operating costs. 
But there was a time, recently, when I 
was away and the men got so down in the 
mouth about the gas situation they 
weren't selling oil burners. I got them 
together in a meeting and demanded to 
be shown exactly how many actual sales 
they had lost to gas competition. All 
they could muster was five—among four- 
teen men! That was the answer. Be- 
sides, in many ways, gas is a blessing in 
disguise—it gets people to thinking about 
automatic heat, which is the important 
thing. We are selling automatic heat 
and the more people that think about it 
the more oil burners we will sell.” 

You will probably have gathered from 
the foregoing that the Hochschild, Kohn 
Co. are in the oil burner business. 

They are. 

Besides their fourteen salesmen, they 
keep a staff of 20 to 25 competent in- 
stallation men and four men that work on 
service alone. 

In addition—and this should be con- 
clusive—they have recently entered the 
business of supplying their customers and 
future customers with oil. By buying it 
direct from the refinery they can be as- 
sured of having clean oil and of making 
deliveries up to their own high standard 
of service. What is more they will make 
money on the transaction—orders for 
more than 1,000,000 gallons have already 
been placed. They have built two 30,000 
gallon tanks and have three more of the 
same size in construction. 

All of which goes to show that it is 
the will to do a job and the capacity to 
do it that makes for results in this oil 
burner business. 
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HOCHSCHILD. KOHN & CO. 


OMATIC 


Oil burners were a department—and they 
made the department a separate store. 


Cool Cooking 
in Hot Weather 


Convenience and the vogue for 
table cookery make Everhot 
Cooking Appliances popular. A 
complete line of intermediate 
cooking devices. Look at the 


range of prices. 


The Everhot Casserole 
No. 7: Pyrex cover, seam- 
less construction, large, 
green, vitreous enameled 
well, current control 
plug. List 


West of Denver $5.95 


No. 12, with removable aluminum insert, 
$6.25; West, $6.75 


The 1935 model of the fa- 
Everhot cooker 
No. 17: Removable lin- 
ing, detachable bail-lock, 
Pyrex glass cover and all 


equipment. List West $10.00 


The Everhot Compakt No. 632: A complete 
cooking appliance at the price of a good 
+ an oven for Laking 
and roasting—broils, 

fries, toasts 8 slices 
in 3 minutes. List 

West $13.50 


Another one of the 
8 different Everhot 
Compakts. More than 
a hotplate. Equipped 
with an open burner 
and a casserole with inset. 


West $15.00 
No. 625 


Thousands of these 
Everhot cookers have 
been sold all over 
the World. This 
model, No. 10, 
lists for 


S10 


West $11.00 


Catalog No. 15 half 
lets for 


again as large 
$15.00; West, $16.50—all 
included. 


The Swartzbaugh Mfg. Co. 
TOLEDO, OHIO 
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AGENT JOBBERS IN THE LIMELIGHT 


There was such a gang of Westinghouse agent jobbers at the annual convention, held this year at 
the Merchandising Division in Mansfield, O., that they couldn’t get them all together at one time for 
a picture. But here is about half of them lined up for the ordeal. 


MRS. ROOSEVELT LOOKS THEM OVER 


When it is anything to do with home economics, Mrs. Roosevelt can be 
counted on to be around. Here she is inspecting one of the TVA range and 
refrigerator units (GE) at the Bureau of Home Economics Laboratory. Next 
her is Miss Nancy Cooke, Home Subsistence Bureau; Dr. Louise Stanley, Chief 
of Bureau of Home Economics; Col. Louis McHenry Howe, presidential 

Secretary, and TVA director David E. Lilienthal. 


Mrs. Mary V. Peyton of Stockton, Cal. 


RANGE CHRISTENING 


Some 300 Southern Cali- 
fornia dealers got together 
recently under the auspices 
of the Junior Electric Cook- 
ery Council of Los Angeles. 
One of the features of the 
evening was the champagne 
christening of a new L&H 
electric range by Miss Joan 
Blondell, ed Bros. Star. 
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the Century of Progress in Chicago. 


HENRY FORD GETS ANOTHER PRIZE 


Remember when the Leonard Refrigerator Company went scouting around 
for the oldest Leonard ice box in existence? They found it in the home of 


She had used it for more than fifty 


years. Now it has been presented to Henry Ford and will go to the Edison 
Institute, the famous industrial museum at Dearborn, Mich. 


FRIGIDAIRE BIG FOUR 
When Frigidaire executives got together at the air-conditioned house at 
Left to right: H. W. “Hike” Newell, 
vice-president in charge of sales; B. B. Geyer, president of the Geyer Company, 
Frigidaire advertising counsel; W. F. Armstrong, vice-president and assistant 
general manager; E. G. Biechler, president and general manager. 
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FT ptr of General Electric research and engineering! An 
amazing new refrigerator and range at lowest cost in all G-E 
history! Daring in conception, revolutionary in design, the new G-E 
“Liftop” refrigerator is as epoch-making as the first G-E Monitor Top! 
The new G-E “Companion” range inaugurates sweeping new princi- 
ples in electric range engineering. Now every wired home in America 
has open door to less costly and more luxurious living. Now electric 
refrigeration and electric cookery become universal conveniences! 


Lowest Operating Cost in the World 


The new G-E “Liftop” refrigerator has the lowest operating cost of any electric 
refrigerator in the world, with ample food storage capacity for the average 
family. Freezes ice faster—20 cubes (2 Ibs.) at a time. It is powered with the 
famous G-E sealed-in-steel mechanism—the same principle as in the world famed 
Monitor Top—and requires no attention, not even oiling. All-steel cabinet, 
baked Glyptal enamel exterior, and stainless steel freezing shelf that cannot chip 
or rust. 5 years’ protection on sealed-in-steel mechanism available at $7 additional. 


The New G-E ‘“‘Companion”’ Electric Range 


The new modernly styled, fully automatic G-E “Companion” range is most 
compact, yet has ample capacity for a family of eight. Unique design and 
construction give almost unbelievable speed and low cost in operation. Three 


HOLDS ALL THIS FOOD! 


2 qts. milk 2 Ibs. bacon 4; doz. oranges 
‘ 2% pts. cream 5 Ibs. roast 1 jar salad dressing 
1 doz. eggs 1 head lettuce 1 lb. lard 
: Ib. butter 1 big cucumber 2 left-over containers 


2 pkgs. cheese 
2 cans fruit juice 1 bunch celery 
1 bottle catsu 2 grape fruit 
1 bottle cherries 2 lemons 


2 Ibs. tomatoes 1 qt. water bottle 

2 quick freezing trays 
(20 ice cubes— 
2 Ibs. of ice) 
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plus freight 


surface units—one 8% in. diameter, two 6% in. diameter—each with control for 
high, medium and low temperatures. Spacious oven (14 x 18 x 18) readily accom- 
modates 15 Ib. turkey. 3-speed oven unit and automatic temperature control. 
Finished top and front with stainless porcelain. Baked Glyptal enamel sides. 


At their startling low prices and incomparable low operating costs, the new nN Mins 


G-E “Liftop” refrigerator and “Companion” range are ideally suited for the 
home with reduced income, the small house with restricted floor space, the 
summer cottage, roadside stand, and for many other purposes. 


Public preference for G-E quality in an electric refrigerator and range at these 
popular prices opens up a vast new market throughout America—a mass market 
amazingly rich in selling possibilities. Progressive retailers are invited to join 
with us in this great new sales program. Write, wire or 


| mail the coupon for details. General Electric Com- 
pany, Specialty Appliance Sales Department, = 
Section DE7, Nela Park, Cleveland, Ohio. — coi’ 
| * Bo 
: 4 
— 
Both for the price of one! _ am 


Designed for either separate installation or 


as one combined unit. Now both electric b, Pi 
accommodates a 15 Ib. tur or bakes ~ 
: available at a price previously paid for one— eight 1% Ib. loaves of bread - ens Gaal ‘ 
Has ample capacity for a family of eight. J 
$] 42 50 { p freig. bt } Equipped with automatic precision temper- 


ature control so vital to good tasting foods. 


1c COMPANY 
Department, Section DE 7, Nela Park, Cleveland, Ohio. 


E“Liftop” refrigerator 
lete information on the new G- 
pre neste range and details of the G-E franchise. 


Address 


ELECTRICAL MERCHANDISING—JULY, 1934 21 


| 


& 
if 
| 
| | 
| ‘OR FOR ‘OR ROADS! DR RECREATION (OR BUTLCRS FOR NEIGHBORHOOD FOR FOR LABORERS 
d | 


The old Edison machine 
works at Schenectady about 
1886 when Osberg first 
went to work. (An old wood- 
cut from Electrical World). 


Osberg’s Electric Service 
Shop store at La Grange, Ill. 


ET those who yearn for the “gor vd 
old days” of the electrical busi- 
ness talk to Charles Osberg, 70 


years old, live wire electrical dealer, 
friend and one of the few living asso- 
ciates of the immortal Thomas A. Edi- 
son, and a believer in the present and 
future of the electrical business. 

“We have only scratched the sur- 
face,” Osberg declares “Some ten 
million homes today are not wired for 
electricity. Of those that are wired, 
the majority do not have enough con- 
venient outlets. They don't have 
enough lights. They don't have enough 
home equipment. Many do not have 
the electrical labor-saving appliances 
which for years have been on the 
market. 

“The complete electric kitchen is 
here. Now it is being pioneered. The 
missionary work is being done. But 
in a few years we will reach the point 
where an apartment house or home that 
doesn’t have a complete electric kitchen 
will be antiquated, out-moded. Apart- 
ment house owners today install elec- 
tric refrigerators to ‘modernize’ their 
suites Soon it will be necessary to 
install complete kitchens, with ranges 


CHARLES OSBERG 


An Electrical Veteran Who Adds 


New Methods to Long Experience 


Osberg believes in taking his own medicine. “You can’t sell anything you don't 
believe in yourself,” he says. Above are four pictures of the kitchen in his 
own home. The two at the left show the kitchen before he had it m 

with appliances (except the refrigerator). At the right is the kitchen as it 


today, completely electrified. 
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Interior of Osberg’s store at River- 
side, Ill. This store is the display 
headquarters for the company. 


LOWER RIGHT 


Charles Osberg (extreme right) 
gives some pointers on sales pres- 
entation to his salesmen, Sochaion 
Theodore Osberg, G. E. Brothers, 
Leslie MacKenzie, Thomas Olson, 
H. Torrance and Al Lindeblad. 
Many Osberg men are GE Toppers. 


and dishwashers if apartment owners 
wish to keep old tenants and attract 
new tenants. 

“The electric kitchen is only one 
thing which is being developed and up- 
on which dealers will cash in. There’s 
the electric oil furnace, air condition- 
ing, television and many other new 
ideas of electrical living. In the next 
20 years, all railroads will be elec- 
trically operated. Restaurants, hotels, 
schools, clubs will cook electrically, 
wash dishes with electricity, be elec- 
trically air conditioned. In both the 
domestic and commercial field the ap- 
plication of electricity still is in its 
infancy. 

“Let others howl for the ‘good old 
days.’. Thank goodness, the old days 
have gone. Now, for the next 20 
years—they’ll be something to talk 
about.” 

It was back in 1886—approximately 
half a century ago—that Osberg was 
in Schenectady with Edison. Born in 
Gothenberg, Sweden, he came to 
America at the age of 19, looked 
around for some sort of “coming” 
business and decided to enter the elec- 
trical industry, then being launched by 
Edison. He went to Schenectady 
where Edison was just starting his 
Edison General Electric Company 
which in 1892 consolidated with the 
Thompson-Houston Electric Company 
to form the present General Hdectric 
Co. 

“TI was hired at the front gate—just 
like everybody else,” he says. 

Within a short time he was in charge 
of the pole gang—the first pole gang— 
and in that capacity he strung the first 
electric light line in Schenectady, down 
River Street and up to a Church Street 
residence. 

“Then everyone scoffed at elec- 
tricity,” he says. “It was something 
new. Outside of Edison and his em- 
ployees and a few outsiders, no one 
had faith in the ‘new-fangled’ inven- 
tion. 

“Edison used to come through the 
factory often. He was one of the most 
democratic of men. He seemed inter- 
ested in everybody and everybody's 
job. He would stop, shake hands, talk 
and watch us work, ask us questions 
about ourselves and our jobs. He was 
interested in his men, their work, their 
families. And he was a jovial sort, 
friendly and a fine fellow. While he 
lived in New Jersey then, he spent 
most of his time in Schenectady at the 
factory.” 

Osberg went with the Thompson- 
Houston Electric Company, after leav- 
ing the Edison Company and in 1889 
he joined the Edison Company of St. 
Paul and later was engaged in building 
electric plants in various parts of the 
country. In 1893, he became connected 
with the Chicago Edison Company. 

In 1895 he went into business for 
himself and has been conducting his 


own electrical business ever since. For 
thirty years he has been in the same 
location—in the same building—at 17 
Burlington Road, Riverside, a suburb 
of Chicago. When he first built this 
one-story building, there was no other 
structure of any kind on the street. 
Now he owns several buildings on the 
street and one of his tenants is the 
public service company. 

His first business was electrical wir- 
ing, and he started handling appliances 
in 1904. As his business developed, 
he opened branches and he now oper- 
ates electric appliance stores in La- 
Grange (population 10,000); Berwyn 
(population 50,000) and Hinsdale 
(population 5,000), in addition to his 
Riverside store. Riverside has a popu- 
lation of 7,000. He has a total of nine 
salesmen, in addition to himself and 
his two sons who are engaged in the 
business. 

Osberg had four G-E Toppers— 
top-notch salesmen of G-E refrigera- 
tion’s selling organization—in 1933. 
At that time he had but four salesmen 
—each a Topper. His leading four 
salesmen this year have a dollar quota 
of $29,250 each. 

He has sold in all approximately 
3,000 Refrigerators in his territory and 
most all of these 3,000 have been in- 
dividual sales. However, he has sold 
some apartment house jobs—one for 
70 refrigerators, another for 37 and a 
third for 32. All apartment houses in 
Riverside, with three exceptions, are 
G-E equipped. Commercial installa- 
tions have been overlooked and Osberg 
at present is conducting a vigorous 
campaign to sell commercial refriger- 
ation. 

As he has a three-cent cooking rate 


Exterior of Osberg’s 

Electric Company store. 

right: Theodore Osberg and Charles 
Osberg, Sr. 


Riverside 
Left to 


in his territory, Osberg is increasing 
steadily his electric range sales. 
Osberg has certain set ideas of his 
own concerning the merchandising of 
electrical appliances. He is a strong 
believer in newspaper advertising, run- 
ning an advertisement each week in 
each of the four newspapers in his ter- 
ritory. These ads range from 30 
inches up to full pages. He is a user 


of direct mail and outdoor posters, as 
well. 
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Every he con- 


Monday 
ducts a sales meeting of all of his sales 


morning, 


people. At these meetings, sales prob- 
lems are discussed, new product ma- 
terial presented, sales slide films and 
movies built around the new sales 
features are shown. All of his sales 
people are enrolled in the G-E LaSalle 
Extension University sales courses. 

“Each and every home in my terri- 
tory is carded,” he continues. “We go 
over these homes twice a year. Our 
salesmen call on each house, big and 
little—they all look alike to us, for you 
never can tell who will buy. For that 
reason we cover the entire territory, 
every home regardless of outside ap- 
pearance. 

“Of course, we try to know as much 
as possible about each prospect and his 
needs. For that reason we have a 
card index of owners of competitive 
refrigerators, so that when these 
machines are 4 or 5 years old we can 
make a drive on the owners to replace 
the competitive machines with General 
Electrics. We have had a number of 
good replacement orders, which we 
credit to this card index system. 

As Osberg still does quite a lot of 
selling himself, he knows what the 
average salesman is up against. But he 
protects his salesmen, gives them the 
commissions on sales which he or his 
son Theodore, sales manager, make. 

“You can't do enough to protect your 
salesmen,” he declares. “I give them 
the benefit if we make a sale to people 
in their territory, whether it is outside 
selling or selling on the floor. The 
biggest trouble any retailer has today 
is to get sales man power. We not 
only pay our salesmen commission on 
such sales, but we give them a bonus 
when they go over quota. 

“We believe in steady canvassing. 
Morning$ are set aside for cold canvass 
and the afternoons are devoted to call 
backs for night appointments when we 
can talk to both husband and wife. 


Eighty per cent of our sales are made 
in the evening. 

“We let each salesman make out his 
own list of about 150 prospects for 
concentrated direct mail activity. As 
prospects buy, or definitely are elim- 
inated from the prospect class, such 
names are taken off the lists by the 
salesmen and other names added. Thus 
the salesman builds his own direct mail 
list as he canvasses and sells. We 
concentrate direct mail on Class A 
prospects, or immediate prospects. The 
salesman calls back two or three days 
after each piece goes out, when the 
mailing piece and its message are fresh 
in the prospect’s mind.” 

Osberg co-operates in cooking school 
activities and recently participated in 
a newspaper cooking school in La 
Grange where between 3,000 and 4,000 
women attended. They filled out cards, 
upon which they designated the appli- 
ances they owned and desired. 

“T found that, in checking over these 
cards, many owned washers 15 years 
old. They’re good prospects right now 
for washers! 

“We put on cooking schools in each 
of our four towns this year, with Miss 
Nellie Snavely, home service director 
for R. Cooper, Jr., Inc., Chicago G-E 
distributors, in charge.” 

He believes that the electric kitchen 
is destined to play a big part in to- 
morrow’s appliance selling. He has 
sold three individual electric kitchens 
so far and is working on individual 
orders for 18 complete kitchens. And 
he practises what he preaches—he has 
a complete electric kitchen in his own 
home. 

Osberg handles all General Electric 
home appliances with the exception of 
the oil furnace and he hopes to be able 
to take that on soon. He has installed 
two air conditioning jobs so far and 
he believes air conditioning is coming 
to the front and that it will be a most 
profitable appliance to handle. 
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Starting Right 


T WAS 90 degrees in the shade and the street was 

like an oven. Visiting one appliance store after 
another, the bright sun beating up from the hot 
pavements, made us wonder how those stores did 
business. Interiors were shaded but stiflingly close. 

And then we walked into a certain refrigeration 
showroom. It was like finding an oasis on the 
Sahara Desert. It was cool—cool as only air- 
conditioning can make a store on these dog-days. 
People were sitting around chatting easily. Two 
salesmen were busy showing prospects features of 
their products. The customers, their minds taken 
off the sweltering heat were giving the men un- 
divided attention. They were perfectly comfortable. 

That dealer sells air-conditioning. He didn’t have 
to draw diagrams, or enter into lengthy descriptions. 
His own store was an object lesson in what air- 
conditioning provides in summer comfort. A large 
part of his job is selling other commercial establish- 
ments. But he did not overlook his own store as the 
starting point in providing an adequate demonstra- 
tion. 

It is the old story about taking your own medicine, 
practicing what you preach. And there are thou- 
sands of refrigeration men that haven't learned it. 


On Saying “No” 


T IS not often, perhaps, that the president of a 

power company makes a personal round of the 
offices of his company. But this one did. When he 
returned he wrote a memo, one of those informal 
things that is taken so formally, to the sales manager. 

In it he criticized the way the offices had been 
turned into salesrooms. The window displays, and 
this company up to that time had a most progressive 
display system, he did not like because there was a 
drape at the back which cut off the view of the office 
from the street, and of all things, caused the office 
to burn the lights inside during the day. The lamp 
counter, near where people pay their bills, he felt 
was too commercial ; there was too much merchandise 
and too many display cards around the office floor. 

Surprising as this attitude of mind is, it is not 
inconsistent. An engineer- or lawyer-minded chief 
executive of a utility may be still steeped in the idea 
that his offices are something in the nature of a 
cathedral, or a bank, or perhaps a city hall. One 
can pity the president of a company who still lives 
and thinks in that austere, high-hat period of utility 
management. But one cannot understand, the sales 
manager who received that letter. 

In the sales circles of his community this sales 
manager is quite an authority. He has been known 
to address clubs and advertising groups on sales- 
manship. And yet he let this letter from the boss 
floor him. He revamped the display set up which 


24 


had previously been transforming his company into 
a commercial institution, doing business like the 
other business firms in the city. He went back to 
the “institutional” thing that used to be done in the 
golden age. He did not sell his boss on the rightness 
of his present program. He allowed himself to revert 
to type, becoming just the usual utility employee. 

A real test of salesmanship comes when the man 
(or boss) says “NO.” 


Too Many Babies 


BIRTH control movement should be started in 
the electrical appliance industry. 

Without resorting to much brain-cudgeling one can 
think of a dozen electrical items which either can be 
spectacularly campaigned or sold in attractive volume 
over the counter, but which, nevertheless, are almost 
entirely neglected simply because their newness has 
worn off. They are just as good merchandise today 
as they ever were; plenty of people are ready to buy 
them, but because they happen not to have been 
whelped the day before yesterday they are henna- 
haired step-children to many merchants whose cash 
registers they want to ring. 

Not that we talk against improvement and develop- 
ment, but it occurs to us that when 47 percent of all 
advertising in a recent issue of Electrical Merchan- 
dising is based upon the single word “new,” we must 
all be thinking a little too much about gadgetry and 
a little too little about service. 


Leisure Time 


T FIRST glance the shorter working day, which 
seems to be some part of our New Deal, means 
simply another increase in the cost of doing business, 
but if we lengthen out the telescope for longer vision 
we may discover that it also means another oppor- 
tunity for sales. 

We read that Kellogg of Battle Creek recently 
canvassed 133 of his two-hours-a-day-less employees 
to find out what they did with their enforced leisure. 
He discovered that seven-eighths of the men devoted 
more time to reading and “working around the house,” 
that more than two-thirds of the women are devoting 
more time to reading, cooking and sewing. 

The increase in reading inevitably means an increase 
in the use of light and an increased sale of lighting 
equipment. The increases in “working around the 
house” and in cooking and sewing mean a sure devel- 
opment of home industries. 

These should be electrified. People like to “make 
things.” Most men, except those living in swank 
apartments or sordid tenements, have an inherent yen 
for a home workshop. Most women, except those 
with the social bent, have a similar yen for doing tricky 
things in the kitchen or the sewing nook. So it would 
seem that this era of compulsory unemployment is an 
opportune time to dust off the motor-driven amateur 
bench drills, lathes, grinders, kitchen mixers, sewing 
machines and such like items and make them a little 
more conspicuous in the store. Somebody’s going to 
sell them and it may as well be you. 


Cooperation 


A CERTAIN utility boasts of its cooperative 
efforts with dealers. 

We were talking with one of those dealers—a hard- 
ware man. He had just lost the sale of a refriger- 
ator to the local utility office because the utility sales- 
man had been able to convince the customer that their 
financing terms were one per cent lower than that 
particular dealer’s terms. The dealer had been on 
the verge of making the sale. 

He couldn’t quite make out where the coopera- 
tion came in. 

Neither could we. 

Utility executives are making honest efforts to 
compete fairly with dealers. But if their carefully 
framed policies do not percolate down through the 
local offices and the salesmen, they are about as 
much use as bustles to a fan dancer. 


shoveled by Frank B. Rae, Jr. 


ME-TOO MERCHANDISING 


is causing plenty headaches in Cleveland. The scheme 
is old and simple. If you are a neighborhood or outly- 
ing appliance dealer you wait for the Big Boy down- 
town to take on (let us say) a washer, and after he has 
spent plenty of potatoes promoting it in the public 
prints you stock up with the same machine and say 
“Me too.” Thus you ride to prosperity on the Big Boy’s 
coat-tails—maybe. For it frequently happens in Cleve- 
land that the Big Boy gets irked at this sort of com- 
petition, sells out his stock at a sacrifice and smashes 
the price to helengone, thus leaving the Me-Too lads 
out on a cracked limb with their price-busted machines 
in their lap ... The washer salesman who told me 
this was gloating. “It’s my turn next,” he chortled. 
“The Big Boy is going to buy my machine this year, 
and will I clean up? ! ? ! ? !! I'll load every Me- 
Too dealer to the eaves and leave town.” To which I 
could only reply, “Well, they asked for it.” 


MENTION OF THE “SOCK THE SALESMAN” 


scheme in this column last month brings a similar story 
from Contrib No. 1. Store advertises “No Carrying 
Charge” on time payment sales but has one price for 
cash and another for credit. It is up to the salesman 
to find out how the customer intends to pay before 
quoting the price. If he guesses wrong and quotes the 
cash price to the time payment customer, it costs him 
ten. 


DAZED STATISTICIAN 


reports that after keyholing 1500 homes in 15 cities he 
finds about a third of them have both empty sockets and 
spare bulbs. This sweet-and-sour situation, he avers, 
just don’t make sense and he calls upon high heaven 
(and me) for an explanation. The explanation is 
simple. We have been selling lamps, not light—ranges, 
not cookery—ironers, not ironing. We have been sell- 
ing bargain price, no-down-payment, interminable 
terms, keep-up-with-the-Joneses and lookit-the-Monel- 
metal, instead of the comfort and service our goods give. 
That’s why so many table appliances are on the pantry 
shelf today, and it’s why so few such appliances are sold. 


A DOG FIGHT AT A FUNERAL 


just about describes* the TVA imbroglio at present 
writing. Twenty-three Alabama coal companies are 
now suing TVA and some of its directors individually 
for selling electric ranges at prices and on terms which 
are characterized in the complaint as unfair competition 
—25 ice companies are suing because of allegedly un- 
fair practices in refrigerator sales—Ted Quinn (G. E.) 
thinks TVA is OK and advises EEI mourners at At- 
lantic City convention to take a tip from Tugwell— 
Guernsey (Retail Ledger) points out that the taxpayers 
of California and Iowa will have to dig into their 
pants to pay about one-third of the price of the hill- 
billies’ bangain appliances since the cost of financing, 
promotion, political job-holding and other plain and 
fancy overhead appertaining to the TVA _ operation 
come out of funds diverted from Federal reliet appro- 
priations—Charley Pierson (Standard Stove) throws 
a fit because, sezze, he submitted a range with a better 
oven door catch than the Almighty Authority’s specifi- 
cations called for, and so they run him out—Roscoe 
Rau (National Retail Furniture Association) sees the 
whole TVA scheme as the wild dream of the Cracked 
Brain Trust—the Tennessee Power Company is selling 
major appliances by the thousand bearing the socialistic 
insignia—manufacturer in my office weeps salt tears 
over a circular which TVA ordered him to print to ad- 
vertise his appliance to the bill-billies, said circular 
being written (seemingly) by an ex-author of boot- 
leggers’ whiskey labels. And so it goes. Somebody 
may be able to make sense out of it, but I can’t. 


IT WILL BE REMEMBERED 


with little pride by this industry that we did not stick up 
for Samuel Insull in his day of defeat. He was mean 
and arrogant. Indictments aver he was crooked. No 
matter. Personally I didn’t like any part of him, and 
told him so in type when he was at the height of his 
power. But he did a very great deal for this industry 
and for the public. He gave opportunity to thousands, 
lightened the labor of millions. He rendered a dollar’s 
worth of human service for a kopec of personal profit. 
Then he made mistakes—his house of cards fell down. 
But the constructive, the creative work he did still 
stands, and I say we should stick up for him. 
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It pays to TIE IN with 


ELECTRIC 
lamps 


Tue test recorded was made over a period 
of one month. 


Three out of every five purchasers picked up 
the lamps they bought . . . from the display. 


Another store increased its lamp sales from 
$3.60 to $24 during the week it displayed the 
current lamp advertisement. 


And still another store increased the volume 


The record above shows what 
happened when a typical 
lamp agent massed displays 
of best selling MAZDA lamps 
around General Electric 
MAZDA lamp advertisements. 


Do These 3 Things and You Will 
Sell More Lamps 


1. Put in a General Electric MAZDA lamp display 
every time you receive it. 


2. Take one of our current MAZDA lamp advertise- 
ments and build a massed display of General 
Electric MAZDA lamps around it. 


3. Ask people to buy. Every home needs more 
and higher wattage lamps. 


GENERAL ELECTRIC 
MAZDA LAMPS 


BECAUSE YOUR CUSTOMERS 
LOOK FOR THIS MARK, IT IS A 
GOOD THING TO DISPLAY IT! 


General Electric invites you to visit us exhibit 
in the Electrical Building at the Century 


GENERAL ELECTRIC MazpDA 


lamp advertising 


of its lamp sales 93% by the use of the G-E 
lamp advertisement on the counter with a 
quantity of lamps. 


Use this idea to build your sales. Use it to 
sign your name to G-E advertising in your com- 
munity. There are thousands of empty sockets 
and burned out lamps in the homes of your 
customers. Get your share of this business. 
General Electric Co., Nela Park, Cleveland, Ohio. 
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ADVERTISEMENT 


ADVERTISEMENT 


Chase Lighting weleomed by Trade 


Leading Lighting Fixture Dealers endorse Chase 
Distribution and Merchandising Policies .... 


Hailed as the first 
plan that gives 
the trade every 
opportunity to 
build a profitable 
lighting fixture 
business 


Chase Fall Color Ad- 
vertising starts this 
month in leading 
National Magazines 


Reaction of the leading archi- 
tects, decorators and lighting 
fixture dealers in the country to 
the new Chase Lighting Fixture 
line is truly remarkable. 


The first showing of the com- 
plete line of Chase Fixtures and 
Lamps in seven periods of dec- 
oration took place in the beau- 
tiful New York Showrooms on 
the 48th floor of Chase Tower 
recently. 


The opening was a great success 
and was attended by hundreds 
of prominent architects, decor- 
ators, lighting fixture dealers and 
leaders in the industry. 


Dealers report that the new 
Chase line will greatly increase 
“refixturing” sales for it is the 
firstline of finely designed fixtures 
ever offered the home owner at 
reasonable prices. 


Franchise Territories being 
rapidly signed up in 
each city 


Although Chase Fixtures have 
been on the market only a few 
weeks, the selling rights in over 
one hundred cities have been 
assigned to selected dealers who 
will soon open their special 
Chase Fixture Displays. 


Chase is cooperating with these 
dealers with the newest ideas in 


fixture displays, also with local 


direct mail helps, advertising, etc. 


Beautiful color folders showing 
Chase fixtures in each period are 
provided Chase Dealers free. 
Many other merchandising, ad- 
vertising and promotion aids are 
being given Chase Dealers which 
will aid them to launch Chase 
Fixtures in their city and get 
business now! 


National Advertising and 
Promotion Aids praised 
by the trade 


Chase National Advertising 
starts this month in full color. A 
photograph of the first ad is 
shown here. No manufacturer in 
the fixture industry has under- 
taken such an ambitious adver- 
tising program as Chase. 


Full Information for 
Interested Dealers 
Chase welcomes inquiries from 
the lighting fixture trade in those 
cities where dealers have not 
been appointed. For full infor- 
mation on the Chase Lighting 
Dealer Franchise write Chase 
Brass & Copper Company, 
Lighting Fixture & Lamp Divi- 
sion, Chase Tower, 10 East 40th 

Street, New York City. 


che hall of chin harming Party the Chase Lantern, $18.50. tn the living roam: he Coiling $37 50; The Seomer $10 00 
The Chane Lampe, from heft right: The Admiral Lamp, $14.25, base only $12.00; The Mt. Vernon Lamp, $13.50; The Barneu Lamp, $12.00; and The Piving Lamp, 621.00, base only §15 00 


HOUSE « GARDEN the 


FIRST ENSEMBLE a; 
LIGHTING FIXT 


-AUTHENTICALLY DESIGNED 


LAMPS 


T last, the long awaited improvement in lighting has 
come. For fifty years we have had electricity but in all 
these years no one has made fixtures and lamps of fruly 
authentic design at reasonable prices. 


If you've ever built a home; ever remodeled or redec- 
orated, you know what a problem lighting fixtures have 
been. You either paid high prices for specially designed 
models or were forced to buy unattractive fixtures made 
of ordinary materials in bad taste. 


No wonder “House & Garven” welcomes Chase Light- 
ing the first and most complete ensemble of authentically 
designed fixtures and lamps ever created —all beautifully 
styled by Lurelle Guild, eminent artist and designer, and 


finely executed in lasting, non-rusting brass by Chase. 

Whatever the style or period of your home, refixturing 
now becomes casy and inexpensive for Chase Lighting 
includes charming sconces, brackets, lanterns, chandeliers, 
table and floor lamps of correct design and exquisite taste 
for every important period of decoration. 

There are sturdy iron finished fixtures for brick and 
timber English homes. Quaint Early American ani stately 
Federal fixtures and lamps for Colonial homes. And for 
Georgian, Empire, and Classic Modern homes, Chase 
Lighting includes every needed fixture and lamp. Priced 
$o considerately, too! From one-third to one-half less than 
comparable fixtures ever cost before. Prices shown are for 
wired fixtures only—do not include small installation cost. 
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ter Light-Better Sight program. The 
program was presented with the skill 
and drama that the industry has come to 
expect from the lamp men. M. E. Skin- 
ner, chairman of the Special Light Com- 
mittee, outlined in detail the important 
cooperative promotion which will be car- 
ried on in association with other indus- 
trial and professional groups. The drama 
was injected by the use of a radio presen- 
tation in the manner of the “March of 
Time.” 

The interest in this committee’s work 
and in the 1934-35 program was an evi- 
dence of the importance which the utili- 
ties after one year’s experience have come 


trical Contractors -Association, National 
Paint, Varnish and Lacquer Association, 
and national associations in the depart- 
ment store, furniture and hardware fields, 
National Safety Council, National Asso- 
ciation for the Prevention of Blindness, 
wall paper manufacturers and others. 
These various endorsers and affiliates 
can be divided into groups interested in 
eye sight conservation whose importance 
largely lies in the endorsement of the 
program and the larger and more prac- 
tical division of merchants, wholesalers, 
manufacturers, who, with the utilities, are 
actually out to sell equipment and kw.hrs. 
It is this latter group with which we are 


Lighting 


which proceeds by a series of logical 

steps. The program follows: 

The ideal date for launching the move- 
ment is October Ist and the program 
should be scheduled to last through March. 
Ample time should be allowed for enlist- 
ing all Better Sight forces into harmoni- 
ous organization and for whipping the 
plan into shape to fit local conditions and 
meet the views of those participating. 

1. Organize a local Better Light for Bet- 
ter Sight Bureau to include represen- 
tatives of all interested commercial 
groups, and in addition at least one 
oculist, one optometrist, one optician, 
educators, members of Service Clubs, 


m tO attach to the better light movement. concerned, because no matter how ele- etc. Where a local Bureau is not 
Started last year, built around that extra- vated the purpose, it will all come to formed, the. utility, or one of the com- 
od ordinarily effective instrument, the sight | nothing unless the practical program “mercial groups should organize and 
at light meter, the campaign was not only offered is energetically carried through. manage the campaign. 
4 successful in selling additional kw.hrs. | An important part of the committee re- 2. Draw on the national Better Sight 
a Better Light for the power companies, but has sold port dealt with the local program. Glenn Bureau for lecture material, radio 
ig lamps and equipment for the trade gen- R. Trumbull has been appointed manager program material, etc. i 
p erally. It has now the endorsement of of the Better Sight Bureau with head- 3. Obtain from the Industry Association 
- rogram more than twenty-five industry, trade quarters at the offices of the E.E.I., and Officers, from Manufacturers and 
ry and professional groups, including pro- Trumbull’s past record indicates that an Wholesalers, literature, display mate- 
:. NE of the features of the Edison fessional groups associated with the cor- effective commercial job will be done. rial, newspaper mats, etc. 
Electric Institute Convention, Atlan- rection of eye defects and the supplying The Bureau offers an outline of a local 4. Enlist the aid and co-operation of the 
th tic City, anticipated with the greatest in- of optical appliances, the National Clean- organization and program to be changed newspapers, who will profit by local 
terest was the announcement of the Bet- up and Paint-up Bureau, National Elec- and revised as local conditions demand, pores pm - Dy utility and interested 
5. Organize a local sales promotion which 


“Only a 


may include: 

(a) Newspaper advertising by utility, 
department stores, other dealers. 

(b) Window and store displays. 

(c) Radio program. 


good designer and a sympathetic manufacturer working together could pro- 
duce the splendid and diverse patterns that comprise Chase lighting fixtures and lamps. 
Behind the designs lies the romance of tradition, and something of that romance and 
awareness of tradition will pass over to those who select them for their ae are calculated, 
in the finest sense, to stimulate a justifiable pride of ownership.” 


(d) Direct mail, bill enclosures, coun- 
ter literature. 

Arrange for talks before clubs and 

other groups. Lecture material to be 

made available by Better Sight Bu- 

reau,. 


EARLY ENGLISH EARLY AMERICAN 


THE SUSSEX 13.50 


LONDON TOWER 39.00 


‘THE CROMWELL 26.90 


Retixture your home now! Pay for it easily 
on the Chase Time-Payment Pian 
* Chase Lighting Dealers are now present- 
ing the first showing of Chase Fixtures and 
will gladly explain the Chase Finance Plan 
which enables home owners to refixture 
with Chase Lighting on convenient monthly 
terms. For name of your nearest dealer 
write Chase Brass & Copper Co., Inc., Dept. 
Hil, 10 East 40th Street, New York City 


FEDERAL GEORGIAN 


THE MONTICELLO 80.00 


THE CHARLESTON 57.508 


THE RICHMOND 35.00 
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EMPIRE CLASSIC MODERN 


THE ORLEANS 16.00 


THE TEA TRADE 17.50 


THE ROMA 10.00 


THE VENDOME 45.00 THE AURORA 40.00 


N 


. Organize a contest—offering prizes to 
stimulate interest in the Better Sight 
story. Complete contest plans to be 
made available by Better Sight Bureau. 
See that every employee of utility and 
all interested retail outlets is schooled 
in the essentials of the Better Sight 
story. Group meetings of employees 
should be held prior to the opening of 
campaign. 

Commercially, each group will sell its 
own products and services. 

For example: 

The optical specialist will sell his own 
services and products. 

The Mazda lamp agent will try to sell 
more and bigger lamps. 

The portable lamp retailers will sell 
more portable lamps. 

The paint retailer will call attention to 
the fact that a fresh coat of light paint 
will improve the ceiling as a reflector of 
useful light. 

But by adopting one common theme as 
epitomized in this platform: 

OUR EYES... 

PLUS CORRECTION 

WHERE NEEDED... 

PLUS ENOUGH LIGHT, 

PROPERLY SHADED 

AND DIRECTED ... 

PLUS PROPER REFLECTING 

SURFACES ON 

WALLS AND CEILINGS ... 

EQUALS—BETTER SIGHT 

The lamp agent will help the paint re- 
tailer. The optical specialist will help the 
utility—all will profit more by telling one 
simple basic human story. 


== 
v 
- Mazda Prices Reduced 
REDUCTION averaging 13% in 
the list prices of four types of in- 
candescent lamps has been announced by 
3 Gerard Swope, president of the General 
tng owen pig, Electric Company. The types affected are 


FREE! Your choice of these beautiful tolders 
showing Chase Fixtures for each period 
© Whether remodeling, redecorating or 
building, Chase Fixture Folders will be 
helpful to you. Separate folders are available 
showing fixtures for each of the periods 
above. Write Chase Brass & Copper Co.. Ine., 
Dept. H1, 10 East 40th Street, New York 
mentigning style of house or period 

in which you are interested, 


AMLPS 


the 150-, 200-, 300- and 500-watt sizes. 

Substantially increased sales of these 
types resulting from the growing trend 
toward higher standards of lighting, as 
well as from general industrial recovery 
has made it possible to effect manufac- 
turing economies which are being shared 
with the public in accordance with es- 
tablished company policy. 

The Westinghouse Lamp Company an- 
nounce price reductions on the same sizes, 
the reductions ranging from 10 to 30 
cents in the list prices. 
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ADVERTISEMENT 


Hailed as the first 
plan that gives 
the trade every 
opportunity to 
build a profitable 
lighting fixture 
business 


Chase Fall Color Ad- 
vertising starts this 
month in leading 
National Magazines 


Reaction of the leading archi- 
tects, decorators and lighting 
fixture dealers in the country to 
the new Chase Lighting Fixture 
line is truly remarkable. 


The first showing of the com- 
plete line of Chase Fixtures and 
Lamps in seven periods of dec- 
oration took place in the beau- 
tiful New York Showrooms on 
the 48th floor of Chase Tower 


recently. 


The opening was a great success 
and was attended by hundreds 
of prominent architects, decor- 
ators, lighting fixture dealers and 
leaders in the industry. 


Dealers report that the new 
Chase line will greatly increase 
“refixturing” sales for it is the 
firstline of finely designed fixtures 
ever offered the home owner at 
reasonable prices. 


Franchise Territories being 
rapidly signed up in 
each city 


Although Chase Fixtures have 
been on the market only a few 
weeks, the selling rights in over 
one hundred cities have been 
assigned to selected dealers who 
will open their special 
Chase Fixture Displays. 


soon 


Chase is cooperating with these 
dealers with the newest ideas in 


fixture displays, also with local 
direct mail helps, advertising, etc. 


Beautiful color folders showing 
Chase fixtures in each period are 
provided Chase Dealers free. 
Many other merchandising, ad- 
vertising and promotion aids are 
being given Chase Dealers which 
will aid them to launch Chase 
Fixtures in their city and get 
business now! 


The for Chane Lampe, chown from left right: The Admiral Lamp, $14.25, tase only $12.00; The Me. Vernon Lamp, $15.50; The Baraca Lamp. $12.00 aad The Flying Cloud Lemp, $21.00. only 00 


HOUSE « GARDEN “welcomes the 


FIRST ENSEMBLE a; 


termina barly 


ADVERTISEMENT 


Chase Lighting weleomed by Trade 


Leading Lighting Fixture Dealers endorse Chase 
Distribution and Merchandising Policies .... 


National Advertising and 
Promotion Aids praised 
by the trade 


Chase National Advertising 
starts this month in full color. A 
photograph of the first ad is 
shown here. No manufacturer in 
the fixture industry has under- 
taken such an ambitious adver- 
tising program as Chase. 


Full Information for 
Interested Dealers 
Chase welcomes inquiries from 
the lighting fixture trade in those 
cities where dealers have not 
been appointed. For full infor- 
mation on the Chase Lighting 
Dealer Franchise write Chase 
Brass & Copper Company, 
Lighting Fixture & Lamp Divi- 
sion, Chase Tower, 10 East 40th 

Street, New York City. 


thee Chase © Lantern, $18.50. the lieing room: The Coding 637 50, The Somer 00 


AUTHENTICALLY DESIGNED 


LIGHTING FIXTURES LAMPS 


If you've ever built a home; ever remodeled of redec- 
orated, you know what a problem lighting fixtures have 
been. You cither paid high prices for specially designed 
models or were forced to buy unattractive fixtures made 
of ordinary materials in bad taste, 


No wonder “House & Garpen” welcomes Chase Light- 
ing the first and most complete ensemble of authentically 
designed fixtures and lamps ever created —all beautifully 
styled by Lurelle Guild, eminent artist and designer, and 


T last, the long awaited improvement in lighting has 
come. For fifty years we have had electricity but in all 
these years no one has made fixtures and lamps of éruly 
authentic design at reasonable prices. 


finely executed in lasting, non-rusting brass by Chase. 

Whatever the style or period of your home, refixturing 
now becomes casy and inexpensive for Chase Lighting 
includes charming sconces, brackets, lanterns, chandeclicrs, 
table and floor lamps of correct design and exquisite taste 
for every important period of decoration. 

There are sturdy iron finished fixtures for brick and 
timber English homes. Quaint Early Americar ani stately 
Federal fixtures and lamps for Colonial homes. And for 


Georgian, Empire, and Classic Modern homes, Chase 


Lighting includes every needed fixture and lamp. Priced 
so considerately, too! From one-third to one-half less than 
comparable fixtures ever cost before. Prices shown are for 
wired fixtufes only—do not include small installation cost. 


* 
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Better Light 
Program 


NE of the features of the Edison 
Electric Institute Convention, Atlan- 
tic City, anticipated with the greatest in- 
terest was the announcement of the Bet- 


ter Light-Better Sight program. The 
program was presented with the skill 
and drama that the industry has come to 
expect from the lamp men. M. E. Skin- 
ner, chairman of the Special Light Com- 
mittee, outlined in detail the important 
cooperative promotion which will be car- 
ried on in association with other indus- 
trial and professional groups. The drama 
was injected by the use of a radio presen- 
tation in the manner of the “March of 
Time.” 

The interest in this committee’s work 
and in the 1934-35 program was an evi- 
dence of the importance which the utili- 
ties after one year’s experience have come 
tO attach to the better light movement. 
Started last year, built around that extra- 
ordinarily effective instrument, the sight 
light meter, the campaign was not only 
successful in selling additional kw.hrs. 
for the power companies, but has sold 
lamps and equipment for the trade gen- 
erally. It has now the endorsement of 
more than twenty-five industry, trade 
and professional groups, including pro- 
fessional groups associated with the cor- 
rection of eye defects and the supplying 
of optical appliances, the National Clean- 
up and Paint-up Bureau, National Elec- 


trical Contractors Association, National 
Paint, Varnish and Lacquer Association, 
and national associations in the depart- 
ment store, furniture and hardware fields, 
National Safety Council, National Asso- 
ciation for the Prevention of Blindness, 
wall paper manufacturers and others. 
These various endorsers and affiliates 
can be divided into groups interested in 
eye sight conservation whose importance 
largely lies in the endorsement of the 
program and the larger and more prac- 
tical division of merchants, wholesalers, 
manufacturers, who, with the utilities, are 
actually out to sell equipment and kw.hrs. 
It is this latter group with which we are 
concerned, because no matter how ele- 
vated the purpose, it will all come to 
nothing unless the practical program 
offered is energetically carried through. 
An important part of the committee re- 
port dealt with the local program. Glenn 
R. Trumbull has been appointed manager 
of the Better Sight Bureau with head- 
quarters at the offices of the E.E.I., and 
Trumbull’s past record indicates that an 
effective commercial job will be done. 
The Bureau offers an outline of a local 
organization and program to be changed 
and revised as local conditions demand, 


“Only a good designer and a sympathetic manufacturer working together could pro- 
duce the splendid and diverse patterns that comprise Chase lighting fixtures and lamps. 
Behind the designs lies the romance of tradition, and something of that romance and 
awareness of tradition will pass over to those who select them for their homes. They are calculated, 
in the finest sense, to stimulate a justifiable pride of ownership.” : 


EARLY ENGLISH 


LONDON TOWSR 29.00 


oa the Chase 
* Chase Lighting Dealers are now present- 
ing the first showing of Chase Fixtures and 
will gladly explain the Chase Finance Plav 
which enables home owners to refixture 
with Chase Lighting on convenient monthly 
terms. For name of your nearest dealer 
write Chase Brass & Copper Co., Inc., Dept. 
Hl, 10 East 40th Street, New York City 


Refixture your home now! Pay for it easily 
Time-Paymeat Pian 


EARLY AMERICAN 


FEDERAL GEORGIAN 


THE MONTICELLO 80.00 


THE CHARLESTON 57.50 


THE RICHMOND 35.00 


EMPIRE CLASSIC MODERN 


THE ORLEANS 16.00 


THE ROMA 10.00 


THE VENDOME 45.00 THE AURORA 40.06 


= 
THE SWAN £2.50 THE IONIC 33.00 
Bese only Bese only 16.00 
FREE! Your choice of these b 1 tol 


showing Chase Fixtures for each 

© Whether remodeling, redecorating or 
building, Chase Fixtare Folders will be 
belplul to you, Separate folders are available 
showing fixtures for each of the periods 
above. Write Chase Brass & Copper Co., 
Dept. Hl, 10 East 40th Street, New York 
City, mentigning style of house or period 
of decoratian in which you are interested, 


Lighting 


which proceeds by a series of logical 

steps. The program follows: 

The ideal date for launching the move- 
ment is October Ist and the program 
should be scheduled to last through March. 
Ample time should be allowed for enlist- 
ing all Better Sight forces into harmoni- 
ous organization and for whipping the 
plan into shape to fit local conditions and 
meet the views of those participating. 

1. Organize a local Better Light for Bet- 
ter Sight Bureau to include represen- 
tatives of all interested commercial 
groups, and in addition at least one 
oculist, one optometrist, one optician, 
educators, members of Service Clubs, 
etc. Where a local Bureau is not 
formed, the utility, or one of the com- 
mercial groups should organize and 
manage the campaign. 

2. Draw on the national Better Sight 
Bureau for lecture material, radio 
program material, etc. 

3. Obtain from the Industry Association 
Officers, from Manufacturers and 
Wholesalers, literature, display mate- 
rial, newspaper mats, etc. 

4. Enlist the aid and co-operation of the 
newspapers, who will profit by local 
advertising of utility and interested 
retail outlets. 

. Organize a local sales promotion which 
may include: 

(a) Newspaper advertising by utility, 

department stores, other dealers. 

(b) Window and store displays. 

(c) Radio program. 

(d) Direct mail, bill enclosures, coun- 

ter literature. 

6. Arrange for talks before clubs and 
other groups. Lecture material to be 
made available by Better Sight Bu- 
reau. 

7. Organize a contest—offering prizes to 
stimulate interest in the Better Sight 
story. Complete contest plans to be 
made available by Better Sight Bureau. 

8. See that every employee of utility and 
all interested retail outlets is schooled 
in the essentials of the Better Sight 
story. Group meetings of employees 
should be held prior to the opening of 
campaign. 

Commercially, each group will sell its 
own products and services. 

For example: 

The optical specialist will sell his own 
services and products. 

The Mazda lamp agent will try to sell 
more and bigger lamps. 

The portable lamp retailers will sell 
more portable lamps. 

The paint retailer will call attention to 
the fact that a fresh coat of light paint 
will improve the ceiling as a reflector of 
useful light. 

But by adopting one common theme as 
epitomized in this platform: 

OUR EYES... 

PLUS CORRECTION 

WHERE NEEDED... 

PLUS ENOUGH LIGHT, 

PROPERLY SHADED 

AND DIRECTED ... 

PLUS PROPER REFLECTING 

SURFACES ON 

WALLS AND CEILINGS... 

EQUALS—BETTER SIGHT 

The lamp agent will help the paint re- 
tailer. The optical specialist will help the 
utility—all will profit more by telling one 
simple basic human story. 


wn 


v 


Mazda Prices Reduced 


REDUCTION averaging 13% in 

the list prices of four types of in- 
candescent lamps has been announced by 
Gerard Swope, president of the General 
Electric Company. The types affected are 
the 150-, 200-, 300- and 500-watt sizes. 

Substantially increased sales of these 
types resulting from the growing trend 
toward higher standards of lighting, as 
well as from general industrial recovery 
has made it possible to effect manufac- 
turing economies which are being shared 
with the public in accordance with es- 
tablished company policy. 

The Westinghouse Lamp Company an- 
nounce price reductions on the same sizes, 
the reductions ranging from 10 to 30 
cents in the list prices. 
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of the 


appliance 


The outstanding 
development in 
heating element 
material for 


quality appl 


ances 


“NICHROME V 


NICHROME 


MARK RE PAT UF 


a results reported by 
dealers, department stores and 
a definite trend 
toward the better quality appli- 
ances by the purchasing public 

better profit . better 
customer satisfaction. 


utilities show 


“Nichrome” V was developed 
for this demand . . . for after 
all the heating element material 
is the Life of the Appliance 


“Nichrome”’ V is the standard 
of comparison for resistance 
material. Tests are available to 
prove this important considera- 
tion it heating appliance de- 
sign. 


* Life of heating appliances 
is reckoned in terms of total 
life and useful life. When 
the heating element decreases 
10% in wattage, efficiency de- 
creases and expense increases. 
Useful life in our estimation 
is ended though the element 
continues on to a final burn- 
out 


Specify “Nichrome” V to in- 
sure maximum “useful life.” 


Driver-Harris 
Company 
HARRISON, N. J. 


Chicago 
Detroit 
Cleveland 


England 
France 
Italy 
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Richard Hubbard, floor manager of home appliances, Toledo 
Edison Co., gives a demonstration on ranges in the main store. 


BAKE SALES replace 


CooKING SCHOOLS 


ryyWoO years the town of 

Maumee, Toledo, Ohio, the 
manager of the Maumee branch office of 
the ‘Loledo Edison Co. received an un- 
usual request. Could the women of a 
certain church there use the company’s 
office for a bake sale? 

Because he did not know the policy of 
the utility company regarding bake sales, 
the manager telephoned in to Toledo 
headquarters. J. E. Fanning, division 
manager of domestic appliances, immedi- 
ately enthused. 

‘Sure, let ‘em have the space,” 
Fanning said. “Tell them we will co- 
operate completely if they will let us 
send out a display of electric ranges to 
the store. Tell them they can come bake 
their own bread and cakes in our store 
and we will provide the ranges. All 
they'll have to bring will be the materials.” 

hus was borne a sales idea which has 
largely replaced cooking schools in small 
cities in the Toledo area, and which, in 
Mr. Fanning’s opinion, has proved many 
times more effective than cooking schools 


ago, in 
near 


Mr. 


ever can. 
The idea of holding bake sales in 
Toledo Edison stores has become ex- 


tremely popular with church groups in 
the past two years. The church groups, 
in the first place, found their sales in- 
creased more than 600 per cent. Bake 
sales formerly brought in such sums as 
$12 or $15. Today, most sales surpass 
$100 a day, and one group this spring 
earned $165 during its bake sale. 

In return for use of its facilities the 
utility company is able to contact people 
who actually cook. It is able to demon- 
strate electric ranges (Standard), mixers, 
or refrigerators in actual use, with the 
women doing their own cooking and en- 
joying the experience immensely. 

Neighboring communities and church 
groups were quick to follow the lead in 
holding bake sales in the electric stores. 
This spring the services of the company 
stores were in demand almost weekly by 
the various women’s groups. Whereas 
previously the company had to seek out 
the women if it wanted to demonstrate 
ranges, now the women come voluntarily 
to the store to cook whole dinners, bring- 
ing their own materials. 

The women bring their own dough al- 
ready mixed, or if they wish they can use 
mixers provided by the utility company. 
A home economist from the main Toledo 
store is at hand to help them and show 
them how the ranges operate. 

“The home economist makes no effort 
to give the women a sales talk,” Mr. 
Fanning explained. “She merely circu- 
lates through the crowd and directs cook- 
ing operations. Charts are given all the 
women and their cooking schedules 
mapped out. The average woman does 
not understand why, with an electric 
range, she does not have to look inside 
the oven every few minutes to see how 
things are going. Cooking by the clock 
is a new experience, and you'd be sur- 
prised how interested they become. The 
time and temperature controls mean 
something to a woman who does a lot of 
cooking.” 


From 15 to 20 comfortable chairs are 
placed about the store so that the women 
may sit and converse while their pies or 
cakes are in the ovens. The ranges are 
placed in a row in the store windows and 
the women cook there. It appeals to 
their vanity to have street traffic stop 
and watch them cook. There is an in- 
formality to the whole affair it would be 
impossible to obtain in a cooking school. 
In addition, the home economist and the 
store’s salesmen can contact the indi- 
vidual customer and not have to attempt 
to sell an audience in the mass, as is the 
case with large cooking schools. 

“The fresh smell of things being 
cooked is a wonderful sales argument 
for the bake sales,” Mr. Fanning said. 
“The natural aromas attract customers— 
and that means more floor traffic for 
our stores, with the added chance to sell 
electrical appliances. 

“There is little expense to a bake sale 
demonstration. The women bring their 
own materials and all we do is provide 
the facilities for cooking. Besides ranges 
we have a chance to demonstrate re- 
frigerators and mixers. We always have 
one or two refrigerators functioning dur- 
ing the bake goods sales so that if the 
women wish anything cold they can use 
the refrigerators.” 

In Toledo at the present time an edu- 
cational campaign on electric ranges is 
being carried on by Toledo Edison Co. 
and dealers. The utility company reports 
some 3,000 ranges in use in Toledo terri- 
tory, in spite of a three cent electric rate 
and the competition of a 60 cent natural 
gas rate. 

The majority of sales of electric ranges 
are in locations to which natural gas 
lines do not reach, Mr. Fanning said. 
Range sales through the utility company 
average 150 a year. 

Combatting the opposition to use of 
electricity for baking the Toledo Edison 
Co. is endeavoring to educate the public 
to the advantages of electric ranges, tell- 
ing them that electricity bills do not run 
much higher with ranges than normally. 
The health advantages of cooking by elec- 
tricity in cleanness and in coolness are 
being stressed in the campaign. 

Ranges are advertised regularly by the 
Toledo Edison Co., most of it occurring 
during the fall and winter months. About 
six months in the year the company ad- 
vertises ranges in four local newspapers, 
taking 160 inches, or 40 inches to each 
paper, every other week. That does not 
include advertising for other appliances. 
Range advertisements run better than 350 
inches a month, over the six months’ 
period, Mr. Fanning reported. The cam- 
paign is largely educational, aimed at cut- 
ting the cost of operation rather than at- 
tempting to sell ranges on a price basis. 

The utility company offers as induce- 
ment for installing electric ranges free 
wire service charges on installation. Am- 
perage in Toledo must be increased from 
30 to 60 to handle ranges and that means 
extra lead-in wires from poles to houses. 
Mr. Fanning estimated it costs about 
25 to cover the cost of installing the 
wiring and the range. 


Survival Insurance 


Here's one kind of insurance every man 
selling electrical appliances needs—Survival 
Insurance The past four years have wit- 
nessed a tremendous mortality among out- 
lets selling things electrical. Why? Be- 
cause selling electrical goods is a science— 
it isn't something you can learn to do in 
odd moments, with your left hand. 


One way to insure lasting success in selling 
slectrical merchandise is to have ‘Electrical 
Merchandising” sent to you every month in 
the year. This magazine shows you how 
to meet every electrical selling problem. 
And the cost of twelve visits from the 
premier business counsellor in the business 
—"Electrical Merchandising’’—is only $2 
a year. That's cheap survival insurance, 
isn't it? 


Here's an application blank Fill 
(or out) and send it to us with $2. 
you! 


it in 
Thank 


ELECTRICAL MERCHANDISING 
330 West 42nd St., New York, N. Y. 


Here's my $2.* 
ing’’ for a year 


Send me ‘Electrical Merchandis- 


Mr 


Position or title 


Company 


Street address 


City 
*$2.50 in Canada 


State 
$4 in other countries. 


way to make 


Selling Chromalox Replace- 
ment Range Units made 
210.36 in 4 weeks for this 
eading, Mass. dealer. 


GO AFTER REPLACEMENT RANGE UNIT 
BUSINESS WITH CHROMALOX UNITS 


Clapp & Leach sold 54 units in 4 
weeks. Altoona, Pa. dealer made 
$136.50 in 2 months. Richmond, 
Va. contractor sold 48 units in 4 
months, made $187.20 profit. 
Chromalox replacement units are 
a money-making, depression- 
proof item. Range owners want 
to buy them. Easy to install, sizes 
to fit every make of range, old or 
new. Write for sure-fire sales plan 
already in use by dealers; Liberal 
discounts; free sales helps, etc. 
No obligation. 


GET YOUR 
COPY 

of this valuable 
plan 
book. A tried 
and tested plan 
already making 
money for dozens 
of electrical con- 
tractors. Plan 
lines up extra 
wiring jobs be- 
sides paving the 
way for selling 
more electric 


ranges. Mail the 
| coupon today! 


MAIL WITH YOUR BUSINESS LETTERHEAD TODAY! 


E.L. Wiegand Co., 7525 Thomas Bivd., Pittsburgh, Pa. 
Without obligation, send us complete data 
about Chromalox Super-Speed Replacement 
Range Units and how we can make money 
selling them. There are approx. ......-- elec. 
ranges in the territory we serve. Check which 
( ) We sell elec. ranges ( ) We do not seil elec. 


ranges. nd us catalogs about Chromalox- 
equipped electric ranges. 
Signed... 
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eatured in 


JUNE 


News from the merchandising 


fronts in major distributing 


areas ... What appliances 
were specialed by electrical 
departments 


New York 


As in many another eastern city, the 
hot weather stole the headlines in appli- 
ance advertising as well as on the front 
page. “Fool the Weather Man with an 
Electric Fan” said the New York Edison 
System, busy as usual in rounding up 
sales for the dealers and department 
stores of the big town... They fol- 
lowed it up with .copy on heating appli- 
ances—“Summer supper cooked in 25 
minutes” and, with an eye cocked at EEI, 
“Electric Table Service Saves.” 

Macy’s plugged Universal cleaners at 
$24.94 (five attachments) and then 
skipped to refrigerators, unnamed, from 
$89.95 to $159 .. . “Save up to $66 on 
a refrigerator,” they said. “We have $26,- 
000 worth for this huge sale!” ... 
Bloomingdale’s started electric refriger- 
ators at $94.98—no down payment— 
switched to Thor washers at $49.50— 
“No down payment, 15 cents a day” then 
went back to boxes, a discontinued brand 
which they sold from $79.95 to $99.50— 
three sizes . . . Other Bloomingdale copy 
featured Apex washer-dryers at $99.50— 
15 cents a day, again and Thor washer- 
Ironer outfit at $69.50 . .. ABC washers 
came in for their share of attention, too, 
a wringer model being advertised at 
$49.50. 

Hub Vacuum Stores continued to harp 
on rebuilts—Eureka, Air-Way, GE and 
Electrolux . . . Wanamaker’s also fea- 
tured a cleaner selling for $34.50... 
Their refrigerator advertising was di- 
vided between GE, Frigidaire, Westing- 
house and Norge and Kelvinator .. . 
McCreery’s space went to Hoover clean- 
ers... Lord & Taylor featured a group 
of Universal heating appliances—gad- 
gets, they called ‘em, at reductions up to 
35 per cent... B. Altman had distin- 
guished copy on fans at $6.50. 

All Ludwig Bauman space went to re- 
frigerators—Crosley at $99.50, Frigi- 
daire at $116.50, Kelvinator at $116.50 
and Challenger at $99.50 . . . Both Kel- 
vinator and Frigidaire, incidentally, took 
large place in NY papers to tell the 
world about their product and help out 
the vendors . . . Vim Stores, 25 of them, 
continued to blaze the name of Crosley 
and Sparton across the willing news- 
pulp—$99.50 was the price, no down 
payments and 10 cents a day when you 
signed on the dotted line . . . Davega, 
who run almost as many stores, plugged 
Stewart-Warner and Grunow refrigera- 
tors and gave their customers a choice 
of paying 15 or 20 cents a day, no down 
payment, etc. They also took a full page 
in the papers to show off their complete 
line of radio sets—an unusual stunt in 
the middle of the summer . . . Rex Cole, 
canny NY distributor of GE, continued 


his theme song—“Why Buy a ‘Cheap’ 
Refrigerator when the Best is only 23 
cents a day”... He went to 15 cents a 
day on water coolers, too .. . Sachs Fur- 
niture had Crosley—the Tri-Shelvador 
at $135. 


Brooklyn 


Over across the river we find Namm’s 
featuring Kelvinator at $116.50 and 
slugged across the picture of the box 
“No Meter To Pay For!” . . . Other 
Namm space: Mixmaster at $14.49, elec- 
tric fans at $1.25 and assorted table ap- 
pliances . . . Sears, Roebuck at Brooklyn 
advertised Kenmore washers at $36.95, 
Coldspot refrigerators (6 cu. ft.) at 
$124.50 and Kenmore ironers at $39.50 
... Abraham & Strauss, along with an 
increasing number of department stores 
in various cities, is spending money to 
advertise oil burners . . . One-third of a 
page went to Delco Heat—the boiler- 
burner unit. A 10 per cent down pay- 
ment was required and no further pay- 
ment till Oct. 1 . . . In addition, they 
joined the fan parade—a Lionel 4-blade 
at $1.98 . . . Loeser’s took large space on 
a June offering of Universal heating ap- 
pliances—wafflers at $4.95, toasters at 
$2.89, Percs at $4.95 and irons at $2.95. 


Albany 


From the standpoint of appliance ad- 
vertising, Albany takes its hat off to no 
other city. Here’s why in June: Twice 
the dealers in Albany banded together 
on a full page ad in the papers on wash- 
ing machines . . . Dealers participating: 
Merriam, Inc. (GE), Whitney’s (Easy), 
Swire Radio (Thor), Braun’s (Thor), 
Cluett & Sons (Thor), Fern’s (One- 
Minute), Harry Phillips, Inc. (Univer- 
sal), A. Swire’s Furniture (ABC), 
Montgomery Ward (Gas Engine Wash- 
er). The page was tied together with 
the announcement (unsigned) that wash- 
ing machine prices were the lowest in 
history—Buy now! Item Two in the 
Albany picture was a special section in 
the Albany Evening News on appliances. 
Summer comfort was the idea and apart 
from the dealers mentioned above, the 
following cooperated: New York Power 
& Light, Standard Furniture, John B. 
Hauf, Inc., Albany Garage, Save Supply, 
Meginniss, B. Berinstein, Albany Hard- 
ware & Iron, John G. Myers Co. 


Buffalo 


Adam, Meldrum, Anderson refused to 
join the no down payment parade and 
featured Frigidaire at $10 down, 18 
months to pay . Schwegler Bros. 
offered an Easy washer and iron for 
$79.50, Kelvinator with no down payment 
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A Sensay 


EAsy 


One of the ways to make the public washing-machine con- 


scious. 


These dealers got together in Albany and combined 


their washer ads for greater effectiveness (See copy “Albany”) 


—3 nickels a day, meter-ator clock plan 

. E. W. Edwards & Son went for 
Frigidaire at $116.50, Premier cleaners, 
$3.50 down, and Blackstone washers at 
$5 down. Weed & Company tied in with 
a GE fan ad, Victors plugged Speed 
Queen washers and two rinse tubs for 
$39.95, Norge boxes at 15 cents a day— 
and what a splash on Norge—a full page 
on June 1 . . . Gould Bros. also featured 
Norge and Crosley . . . Hens & Kelly 
advertised Eureka cleaners at $33.95... 
Hengerer’s had Westinghouse boxes at 
$134.50, Kelvinator at $157.50 . . . Loud 
Music, as usual, took space on used 
refrigerators—$44 up... Erion was 
another house to feature clearances— 
Crosley, Copeland, Stewart-Warner and 
Norge from $68 ... J. N. Adam space 
went to Hammond clocks at $4.98... 
Graf & Johnson featured Crosley at 
$99.50 . . . Maisel’s had an Automatic 
washer and “outfit” going for $39.50... 
Robert A. Stransky featured Hotpoint 
refrigerators . . . Larkin’s had GE re- 
frigerators and Apex washers, the latter 
at $1 down. 


Baltimore 


Down here in Henry Mencken’s town 
it was hot. We know ... We were there 
and for three days the thermometer never 
left 90 . . . But we found most of the 
places busy tending to business as usual, 
stopping only, as did your correspondent, 
to lap up a couple of refreshing Tom 
Collins. The Gas & Electric Company 
felt the heat and broke out in large space 
on Westinghouse fans—$2 down, $2 a 
month. They were taking pages in the 
seashore papers and other resort spots 
on a Nesco roaster, one week’s free trial 
—after that $1 down and a $1 a month 
until $12.50 had been paid. Selling like 
hot-cakes, they said. Additional space 
went to Eureka cleaners at $33.95. 

Hutzler Bros. advertised Frigidaire at 
$143.50 and Fluid-Heat oil burners. . . 
They varied the copy with GE and West- 
inghouse refrigerator offers and—how 
many times have we seen it !—a complete 
line of Universal heating appliances at 
special prices . . . The Hub had Norge 
at $118.50 with a clock, and GE boxes 
at $180, also Hotpoint refrigerators at 
$119.50 . ... Hochschild, Kohn, whose 
oil burner Operation is written about at 
some length elsewhere in this issue, took 
space on Frigidaire at $157.50 and on 
Williams Oil-O-Matic—the latter featur- 


ing the rental plan whereby the customer 
can have an oil burner in the house for 
as little as 25 cents a day .. . Easy ironer 
space came in for attention ($59.50) as 
did GE fans, tied in with the manufac- 
turer’s ad. 

Hecht Bros. told the world about 
Norge boxes—new ones at $118.50 for 
a 4.5 cu. ft. box with no down payment, 
and 1933 models at reduced prices. 
Space also went to Frigidaire at $114.50, 
Sani-cold at $79.50 . . . May’s had a big 
sale of refrigerators—60 new models 
and 14 old ones. The old ones started 
at $39.50 and went to $169.50 .. . They 
included Westinghouse, Leonard, Apex, 
Norge, Copeland, Universal, Zerozone, 


Servel . . . GE washers were sold for 
$69.50, other “standard” makes for 
$39.40 . . . Another offer was a West- 


inghouse washer on a 5-day demo with- 
out charge . . . Stewart’s had the Uni- 
versal line of table appliances . . . Timken 
Silent Automatic featured a $25 down 
payment... 

This is a good burner town, by the 
way, despite the fact that the gas com- 
pany are taking full pages to tell the 
public about automatic gas heat—$155 
cash price, installed complete . . . Other 
items: Westinghouse Supply’s offer of 
$1 trade for your old iron . . . Isaac 
Benesch Furniture’s took a half-page on 
Boss washers with the “Thermo” feature 
—$89.50 plus $10 allowance for your old 
washer . . . Pollack’s washer-ironer offer 
at $59. 


Philadelphia 


Electrical Association advertising con- 
cerned itself chiefly with refrigeration 
and electric range promotion—two devices 
designed to promote cooler working con- 
ditions in the home John Wana- 
maker took a page in the press to tell 
Philadelphia about its new “Refrigera- 
tion Headquarters” . Featured were 
four makes—Kelvinator at $114.50 to 
$379; Frigidaire at $114.50 to $517.50; 
General Electric at $133 to $275 and 
Norge at $114.50 to $359 . . . No down 
payment . . . Strawbridge & Clothier also 
took big refrigerator space—Westing- 
house at $167.50, Frigidaire at $169, GE 
at $167, Stewart-Warner at $169.50 and 
Grunow at $199. At the bottom of the 


list they showed an ice box at $57.50... 
Another full page this company took was 
on Universal heating appliances, Easy 
ironers at $59.50, washers (unnamed at 


$39.50). 


THOR WASHER. 
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| Washing Machine Prices 
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THE DE LA VERGNE 
AIR CONDITIONER 


fits perfectly into the electrical 


merchandising picture 


Years of research—the study of all types and phases 
of air conditioning—De La Vergne’s fifty-six years 
of experience in building refrigeration machinery— 
all have combined to make the De La Vergne Air 
Conditioner outstanding in quality and value. 


Because it employs a patented application of a unique 
principle of design, there is no other unit just like it. 
Here are its distinct advantages: 


SELF-CONTAINED AND SELF-SUFFICIENT. No 
remotely located compressors or auxiliary equipment is required. 
It is all in the cabinet. 


SIMPLE INSTALLATION. Merely place it in the room to 
be conditioned. A window or some other access to the open air, 
plus an electric power line, is all that is required. 

NO PLUMBING. No plumbing, no piping of refrigerant, 
water or waste is required. The unit is entirely air-cooled and 
rids itself of moisture condensed out of the air. 

NEEDS NO ATTENTION, except to turn it on and off— 
and even that may be accomplished by automatic control, supplied 
if desired. 


FILTERS, COOLS, DEHUMIDIFIES, VENTILATES. 
At the click of a switch, it floods the room with cool, refreshing, 
dry “mountain air”—for as the De La Vergne Air Conditioner 
lowers the temperature, it also lowers the humidity, bringing cool 
relief on hot, sticky days. 


FILTERS, WARMS, HUMIDIFIES, VENTILATES. 
When cooler weather comes, the turn of a handle converts the 
De La Vergne Air Conditioner into a heating and humidifying 
unit by a reversal of the same mechanism that cools and dehu- 
midifies in summer. 


Write for further information. 


DE LA VERGNE ENGINE CO. 


Sales Agent for 


BALDWIN-SOUTHWARK CORP. 
PHILADELPHIA 


DE LA VERGN 
Air Conditioner 


Boston 


In Boston the dealers got together on 
one of the most impressive cooperative 
refrigerator ads this writer has seen. 
There was a drawing of the Harvard 
Stadium and a Kelvinator in every seat. 
One month’s shipment, the ad said, would 
fill the Harvard Stadium (57,000 seats). 
It would take too much space to name all 
the dealers handling Kelvinator that tied 
in with the ad. Suffice to say, there were 
76 of them! 

Buckley & Scott Utilities, Inc., took 
important space on Electrol and B & S 
oil burners—$25 down, no further pay- 
ment till fall. Those terms are becom- 
ing as standard as the nothing down, 15 
cents a day in refrigeration. R. H. 
White featured “1900” electric washers 
at $54.90 and ABC’s at $49.50, and 
Thor’s combination washer-ironer at 
$69.50. Frigidaire boxes got big play 
from this company at 15 cents a day... 
Jordan Marsh space went to Stewart- 
Warner refrigerators at $118.50 and 
GE’s at $185 . . . Sears Roebuck ad- 
vertised their Coldspot for $114.50... 
Kane’s had Leonard at $114.75 . . . Gil- 
christ’s also Leonard and R. H. Stearns 
the Universal line of table appliances. 


Hartford 


Advertising on the trial electric range 
idea seems to have played out here but 
there was plenty of refrigeration space. 
Frigidaire ads were tied in with Bauer 
& Co., Frederick S. Booma, G. Fox & 
Co., Beach Sales and the distributor . . . 
Albert Radio & Electre featured Crosley 
at $99.50 and GE washers and ironers, 
combination for $69.50 .. . Wise Smith 
succumbed to the free refrigerator idea 
and, with the aid of a limerick contest, 
managed to give away around seven 
Westinghouse refrigerators a day. 


Chicago 

Chicago—June 13 was the high water 
mark for appliance publicity for the 
month, with the two middle weeks 
favored. Monday seems to be a favorite 
day hereabouts to run _ advertising. 
Nothing much out of the run of mine 
propositions were sprung, as will be seen 
by the review: 

Washers: Levinson’s, offering a food 
mixer and washer listing at $69 for $39, 
had the most unusual combination. Ad- 
vertising mentioned Thor and Maytag 
washers at 95c. a week, but did not 
specify if they went with the food mixer 
...Coyne at General Furniture, ran a 
headline, “No money down on a Viking” 
... 10c. a day .. . $29.95 .. . Taylor con- 
tinued its testimonial campaign and 
featured a price of $49.50. Wurlitzer 
offered a washer at $29 .. . Sears dis- 
played the $49.50 Kenmore. Blue at the 
Fair Department Store tied in with the 
season, using as a headline with a $49.50 
Apex, “Summer laundry bills cut with 
Apex.” Parker of Wieboldt’s gave a 
choice of washers. Horton’s No. 3 
washer, list $60, special price, $54.50, al- 
lowance for old washer, $5, sale price, 
$49.50. On Horton’s No. 1 machine he 
offered $10 trade-in, likewise on the 
$10.50 ABC. 

Refrigerators: The month was ortho- 
dox here. Sears mentioned that their $137 
Coldspot had 6 cu. ft.... Marshall Field 
advertised the Hotpoint deluxe at $169. 
The Boston Store quoted the 4 cu. ft. 
Arctic Queen at $94.25; 5 cu. ft. at 
$119.75 and the 6 cu. ft. at $139.75. 

Cleaners: Although Commonwealth 
Edison quoted the total price on Federal 
cleaner with dirt light, $49.50, it repeatedly 
did not mention the total with advertis- 
ing of Premier Grand. “Trade in Your 
Weary Willie—he’s traveled 2,000 miles” 
the copy read. $16.50 was offered for old 
machine and a down price of $3 quoted. 

Small Appliances: L. Fish burst out 
with a page in the Times, offering an Edi- 
son mixer for $12.95. Sears carried a 10 
inch fan at $9.95. Commonwealth Edison 
advertised the Everhot Kitchen Compakt 
electric cooker at $2 down. 


Kansas City 


Kansas City—The pot boiled over in 
this torrid town, with fans, as might be 
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Featured 


expected, jumping into the limelig! 
Richards & Conover and Frigidaire ar: 
after the air conditioning market with ac 
vertising 

Washers: Franklin Furniture followe 
the trend with advertising of a complet 
washer outfit for $39.95, including 2 pkg 
pins, supply soap, line, 2 drain tubs, iron 
ing board, clothes basket, electric iron an: 
Modern Maid washer. 

Refrigerators: Sears advertised a Cold 
spot on which the “price would be advance: 
Monday.” Jenkins spoke of Ice-o-mati: 
as having “power to burn.” Kansas City 
Power & Light featured the theme of th« 
U. S. Army selecting Westinghouse re 
frigerators ... Satterlee & Blue advertised 
an “over the back fence talk” about the 
same machine. A number of firms printed 
copy on “Don’t buy a refrigerator until 
you have seen a Blank, etc.” Jenkins used 
the baby as a good reason for owning a 
Norge. Jones Dept. Store declared it had 
the largest display of refrigerators in 
town... The Grunow at $134.50 was ad- 
vertised. Jenkins cleverly used the 
economy theme with a grocer quoting “I 
could give you a better price on a dozen, 
ma’am” in connection with Norge... 
Fridigmix ice cream powder appeared. 

Tested proposition: Jenkins repeated 
copy on Ice-o-matic using an appeal which 
apparently worked: You pay $17.50. We 
credit you with $35. 

Small appliances: Kansas City Light & 
Power offered $1 on old coffee pots, where 
a Silex, G. E. or Sunbeam coffee maker is 
purchased... Jones featured a Hotpoint 
iron at $4.95. K.C. Power & Light adver- 
tised a fan that “will be quiet” (G.E.) ... 
also Nesco casserole. Mace-Ryer priced a 
$5.95 10 inch Signal fan at $3.95... Katz 
offered minute grills at 39c. 


St. Louis 


St. Louis—This town alone appeared to 
recognize that June was the month for 
brides, with the Union Electric Light & 
Power showing wedding gifts and com- 
menting on “When the bride steps into 
the kitchen.” It is a thirsty month, also, 
and Kelvinator Water Coolers at $113.50 
were given a play. Aeolian Company sold 
Leonard Water Coolers at $117.50, 17c. 
a day or $5 month. 

Washers: Brandt’s offered Maytags at 
$29, with $1 down, mentioning in fine type 
that they were reconditioned. Sears, an 
active advertiser in St. Louis, had a propo- 
sition on the $39.95 Kenmore, giving two 
25 gallon tubs with it. 

Refrigerators: South End Hardware 
Store suggested that the public trade in old 
gas stove, washer or refrigerator on a 
$114.75 Kelvinator... Famous & Barr 
Dept. Store quoted $98.50 on the Buckeye 
Electric... Hellrung & Grimm repeated 
their favorite headline about “nickels and 
dimes never missed” will buy a Leonard 
... Bigalte advertised 6 lines and 40 
models as an attraction to the floor .. . Stix 
Baer & Fuller Dept. Store advertised a 
sale of floor samples... Wurlitzer car- 
ried the Kelvinator at $114.75. Stix Baer 
& Fuller ran an interesting photo of two 
steel workers commenting on refrigerators 
... “The talk of the town”... “Norge is a 
miser on operating costs” was the line 
across a distributor adv . .. Kelvinator was 
quoted at a saving of $45 (regular price 
$319.50, this week $274.50, you save $45). 

Sears, most active of middle western na- 
tional chain stores, carried a page on the 
Coldspot at $119.50. Stix, Baer & Fuller 
told the public that “30 lucky families can 
save $70” on sale of 30 refrigerators. The 
machines were made to sell for $219.00, 
were going at $149.50. Apparently there 
is an overstock of high priced numbers in 
St. Louis. 

Small appliances: Scruggs, Vander- 
voort, Barney carried an electric fan for 
$5.49... Famous & Barr offered Emerson 
Sea Gulls at $7.98... Stix, Baer & Fuller 
had a Miss G. Carlson demonstrating the 
Toastmaster Hospitality Tray at $19.75 
... being a hot town the utility advertised 
12 inch fans, the largest met with yet, 
$10.98. Also the Union Electric Light & 
Power thoughtfully declared that “Com- 
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t costs too little for anybody in St. 
1is to swelter” and went on to say that 
in can be run 150 hours for 14 cents. 
Repeated propositions: Apparently ef- 
ive was Union May Stern’s copy on 
rge and Copeland, featuring “No meter 
rge.” Brandt’s again ran a 1 day sale. 
s time it was Haag Washers, at $59.95 
with two drain tubs, ironing board and 
‘ectric iron. Sears again used a color 
age, this time on small appliances. 


Milwaukee 


Milwaukee—Torn with a strike that 
stopped the street cars, Milwaukee did not 
have a normal June. The Electric Com- 
pany played up hot water heaters, and 
declared that “as little as $3.93 and $3.93 
a month puts an electric range in your 
home.” : 

Washers: J. J. Jones had a one day sale, 
quoting a $99.50 Automatic at $64.50 at $1 
down. Gimbel’s offered a Lifetime copper 
tub Voss with an $11.30 set of tubs for 
$39.98. J. Kornely Hardware Co. quoted 
$70 ABC washers at $49.95. 

Refrigerators: Ische Brothers adver- 
tised that “Once in your life you get a 
real deal like this,” featuring Shelvador. 
The Boston Store gave publicity to the 
General Motors exhibit at the Auditorium. 
Wurlitzer advertised “super electric re- 
frigerators” at $59, $69 and $79.50... 
Schuster’s offered for the first time Frig- 
idaires at a meter plan... Gimbel’s de- 
clared that Kelvinators were lifetime in- 
vestments. The Norge distributor capital- 
ized on this headline, “As food prices go 
up, keep expenses down with a Norge.” 

Cleaners: Electric Company pushed 
Hamilton Beach, with $10 trade-in. 

Small appliances: Walgren’s offered a 
lamp at $1.09, a 1-burner electric grill at 
9c., an 8-inch fan at $1.19, a mixer at 
$1.09. The Electric Company pushed the 
Nesco casserole. 

Repeated proposition: Gimbel’s “Life- 
time copper Voss washer and set of tubs 
at $39.98.” 


Omaha 


Omaha—Most unique appliance event 
of June took place at Schmoller & Muel- 
ler’s, who staged a show around five lead- 
ing refrigerators, with free ice cream 
powder samples to adults. Favorite day 
for advertising in Omaha is Friday, with 
most appliance firms laying off Sunday 
and Monday. 

Washers: Paramount Radio advertised 
a home laundry at $54.95 with tubs and 
soap thrown in... Maytag hammered 
away on the news of its 45% reduction .. . 
Crancer offered the Automatic at $36.95 
... Paramount Radio repeated its propo- 
sition, offered a table ironer with the 
washer for $69.95... Union Outfitting ad- 
vertised Maytags at $1 weekly. 

Refrigerators: Schmoller & Mueller of- 
fered a choice of 14 models with no down 
payment... Paramount Radio gave from 
$5 to $20 for old ice boxes on the Leonard 
...Crancer, Nebraska Power Co., A. 
Hospe Co., Union Outfitting Co. took a 
color page in the World-Herald... Cran- 
cer tied up with a local movie show in its 
copy. Orchard & Wilhelm ran a head- 
line, “let the old furniture in your attic go 
to pay for your Frigidaire.” 

Cleaner: The Eureka Cleaner at $33.95, 
$2.50 down, was the feature of the month 
in this field. 

Air Conditioning: Electric Housekeep- 
ing Ine., (Storz) gave G. E. air condi- 
tioning systems some publicity. 

Oil Burners: Orchard & Wilhelm ad- 
vertised Oil-o-Matics. 

Small Appliances: Nelson Electric feat- 
ured Barcol 8 in. fans at $1.95... Schmol- 
ler & Mueller offered use of an iron for 
30 days free, $1 for your old iron. Price, 
$7.95... Brandeis, Union Outfitting and 
Nebraska Power Company tied up with 
a G.E. fan advertisement and fairly dom- 
inated a page... Mrs. F. E. Taylor said, 
for Nebraska Power Co. “My Everhot 
cooker cooks a whole meal for 6.” 

Repeated propositions: Paramount’s 
Home laundry offer, Union Outfitting’s 
Maytags at $1 weekly deal, Schmoller & 
Mueller’s “3 nickels a day for Kelvinator.” 


Minneapolis 


Minneapolis—“The price he pays for 
cigarettes—l5c. a day—will pay for a 
Thor home laundry unit” declared the 
Motor Power Equipment Co. in one of 
the most provocative appliance advertise- 
ments in June. Otherwise, nothing ex- 
citing happened in Minneapolis except the 
electric refrigerator season began. 

Washers: Sears offered the Toperator 
at $67.50. 

Refrigerators: Westinghouse adver- 
tised 5 years protection for $1 a year... 
Donaldson’s sold Stewart-Warner re- 
frigerators at $118.50. Boutells carried a 
three day special on Leonard at $116, 
15ce. a day in a budget clock... Sears 
Coldspot was quoted at $134.50... Day- 
ton’s said $169.50 would buy a G. E.... 
Dayton’s also offered 24 months to pay for 
a Norge... Norge ran a big color page. 

Oil Burners: Camel Oil Burners con- 
tinued to run small space, with a pay in the 
fall proposition. 

Electric Ranges: Mrs. Ed Sparrow 
boosted electric ranges for the Northern 
States Power, in a photographic testi- 
monial advertisement. The range can be 
had for $89—either Monarch or Hotpoint 
—with free wiring, $5 down, $3.75 a 
month. A service for renters was offered. 

Small Appliances: Powers ran Ham- 
mond clock copy, quoting one model at 
$4.99, alarms at $2.99, kitchen clocks at 


$1.99. Magell offered $2.49 fans at $1.19 
... Dayton’s featured a round-heel iron at 
$2.95, fans at $7.95, a toaster. at $2.95, 
waffle irons at $4.95 and a curling iron at 


89c. 
Des Moines 


Des Moines—Laundries are on the war- 
path here, and ran co-operative advertis- 
ing which quoted 99c. for 12 lbs. balance at 
5c. Ib. Men’s shirts were done at 124c. 
each with this bundle. Joe Schilling of 
the Des Moines Electric Light Co. 
thoughtfully pointed out that Des Moines 
had one of the lowest electric rates in the 
U. S., something that plugged for every- 
body. 

Washers: Barnett’s led off with a G. 
E. washer at $59.50, $1 a week payments 
...Davidson’s quoted $44.95 on One 
Minutes... K. Ginsberg & Sons had an 
unnamed washer for $29... Montgomery 
Ward offered a washer at $39.88 with 10 
boxes soap chips, 5 of soap flakes, 10 bars 
soap, 5 cans cleanser ... Also a gas en- 
gine washer at $69.95. 

Refrigerators: 15c. a day, no weekly 
payments for the Crosley at $99.50 was 
the Davidson way of featuring this prod- 
uct... Roth also offered reconditioned re- 
frigerators, Majestic at $49, $69, Buckeye 
at $98, Kelvinator at $69, Copeland at $79. 
...Ginsbergs offered free truck delivery 
on refrigerators all over the state... also 
advertised a Grinnell refrigerator at 


$69.50. As Roth of Davidson’s played 
up the G. E. at $135, Schneiderhahns 
plugged Leonard at $139.50... Davidson’s 
made a good point by telling that a certain 
model of the Frigidaire contained 13.4 
square feet instead of talking cubic feet. 

Small Appliances: Thomas Electric 
grabbed the glory from a G. E. fan adver- 
tisement by running a big signature below 
it. Katz offered an iron at $2.49, a toaster 
at $1.09, and a whipper at $1.09... West- 
inghouse sounded like the New Yorker in 
its fan advertisement, “Hah, Simpkins, - 
a fan that blows ‘em all down.” 


Los Angeles 


The excitement over electric ranges 
has quieted down—in fact, several of the 
department stores who are featuring the 
electric range at $129.50 have come out 
with a gas range special at $89.50, less 
a 10% allowance for the old range. Bul- 
locks has followed its May Kitchen Fes- 
tival with a busy electrical month. Re- 
frigerators, vacuum cleaners, ironers, 
coffee machines, irons and small cooking 
appliances have all received special adver- 
tising. The first week in June was their 
“Made in California” week, featuring 
home products, electrical as well as other- 
wise. A “cold” cooking school for West- 
inghouse refrigerator prospects was the 
specialty in their model kitchen during 

(Please turn to page 38) 


There are two important qual- 
ities in an electric motor which 


washing machine manufacturers 
look for: quietness and dependabil- 
ity. From the beginning, nineteen 
years ago, Sunlight has consistently 
maintained the highest standards 


of design and workmanship, resulting in the accom- 
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plishment of these two qualities to so successful a 
degree that, today, more than 62% of the washing 
machine manufacturers are using Sunlight 
motors. Sunlight is proud of this record; proud, too, 
for having participated in virtually all of the im- 
portant developments in electric motors, such as 
switch design, rubber mountings and improve- 
ments in lubrication and bearings. Dealers who 
handle electric-powered appliances know that, in 
addition to quietness and dependability—in addi- 
tion to operating economy and long life—Sunlight 
motors are singularly free from warranty work and 
replacements. And it is qualities such as these 
that cause Sunlight motors to be selected by the 
same manufacturers year after year. 
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Frigidaire Refrigerator 


Frigidaire Corp., Dayton, Ohio 
Wodel: Lift-top type refrigerator 
Capacities: 2 cu.ft. food storage 1 ice 


tray freezing 2 lbs. of cubes 
Special Features: Lid opens upward so 
user may reach dow! nto box; uses 
current equivalent t low wattage 
light bult t n. high; 21 in. wide 
21 1/20 h.p. hermetically 
ealed or white dulux ex 
ter 1in interior 
Price $77.56 Electrical Merchandis- 
ing, July, 1 
v 


Universal Display Stand 


Landers, Frary & Clark, 


Ne Britai 

Device Grained walnut display table 
stand N 1A wide 252 in 
dee} + in. higt furnished free with 
Ur er ippliance 1 rtment cor 

t f per itors aster l 
indwict oaste 2 waffle makers, 2 
iror heating pads, 1 casserole, 1 
curler Electrical Werchandising 
July, 1934 


Capacities; 3-cu.ft.; 2 ice-trays. 

Special Features: 1-piece steel inner 
liner, steel outer panels, with insula- 
tion sealed between; cabinet door and 
removable bottom panel flush with 
front of cabinet; compact—37§ in. 
high, 23§ in. wide, 20 in. deep; single 
action door latch; self-sealing feature 
automatically insured tight seal when 
door is closed; stainless steel cooling 
unit; CD-1 condensing unit, spring 
mounted in bottom of cabinet; tem- 


‘ds erature control on front of cool- 
Edicraft Cleaner Ine unit; semi-automatic defrosting 
switch; porcelain interior, Glytal- 
Thos. A. Edison, Inc., baked enamel exterior.—Electrical 


Edicraft Div., West Orange, N. J 
Device: “Edicraft"” hand type cleaner 
Description May be used as vacuum 
cleaner or dispenser of moth crystals Vv 
without stopping or reversing motor 
simply raise or lower nozzle; in lower 
position it is suction hand cleaner, in 
upper position motor acts as blower; 
in-built chamber to contain. moth- 
repellant crystals or any powder dis- 
infectant; no attachments needed ; 
dirt is emptied by removing cover of 
in-built trap at bottom of bag; ver- 
tical bag and vertical motor shortens 
machine, makes it more convenient to 
get into restricted spaces; secondary 
handle also available for using cleaner 
in high position; 1/10 h.p. Universal 
motor 

Price: $21.50 with handle; $19.95 with 
out handle Electrical Merchandising, 


July, 1934 


Merchandising, July, 1934. 


W aldorf Range 


Electromaster, Inc., Detroit, Mich. 

Model: KB-43. 

Description: Finished in genuine porce- 
lain enamel without paint or duco 
platinum white body, black cooking 
table; 3 surface elements; completely 
automatic oven; standard equipment 
includes smokeless broiler, convenience 
outlet, clock receptacle. — Electrical 
Merchandising, July, 1934. 


Bon-Air Conditioners 


Bon-Air Radiator Corp., 

99 State St., Boston, Mass. 
Models: Bon-Air Sr.; Bon-Air Jr. 
Description: Heats, humidifies, filters, 

circulates, cools; Bon-Air Sr. floor 
mounted unit connects directly to any 
type boiler; supplies from 800 to 3500 
eu.ft. air per min.; features unique 
method of filter arrangement with re- 
movable panel for replacements, com- 
pact noiseless mounting for fans and 
motor; automatically controlled hum- 


Norge Oil Burner 


Norge Corp., Detroit, Mich. 
Models: N-8, N-18, N-28. 
Special Features: Model N-8: Rotary 


GE Refrigerators 


General Electric Co 


Specialty Applianee Sales Dept., 


Cleveland, O 


Model: New flat-top model designed for 


idifier requires no overflow connection 

-water is heated by means of in- 
direct heater 

Bon-Air Jr. ceiling suspended unit 
supplies from 250 to 500 cu.ft. air per 
min; designed for those desiring inex- 
pensive system for living-room, library 
and dining room area. Black enam- 
elled panels, chromium trim. Cool- 
ing in both systems by mechanical or 
ice refrigeration.—Electrical Merchan- 


pump, maximum capacity 20 gal. per 
hr.; split phase 1/10 h.p. motor, 110 
volts, 60 cycles a.c.; 10 oz. fabricated 
aluminum fan mounted directly on 
motor shaft; electric ignition; pres- 
sure regulating valve; exclusive 
whirlator flame principle; Minne- 
apolis-Honeywell controls, low volt- 
age room thermostat, Protectorelay or 
combustion safety device boiler or 
limit control.—Electrical Merchandis- 


apartment houses. dising, July, 1934. ing, July, 1934. 


“What's the meanin g of this 
CERTIFICATION idea?” 


—we are asked 


FOR 
STUDY AND 


> 


ILLUMINATING 
ENGINEERING 
SOCIETY 


SPECIFICATIONS 


READING LAMP 


The answer is as simple as A.B.C. 
Consider it as applied to a lamp: 


sponsoring a new unit 


Thus the Society— 
the manufacturer 
and the buyer 


Know— 


The Illuminating Engineering Society 


ing conditions, draws up a set of speci- 
fications covering lighting effectiveness, 
efficiency and proper construction. 


to improve see- 


The manufacturer undertaking the pro- 
duction of such lamp must agree to 
hold rigidly to the specifications and 
periodically to submit lamps for test 
against the specifications. 


Lamps meeting the speci- 

fications in all particulars, 
have the certification tag 
for STUDY and READING LAMP attached. 
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Kelvinator Refrigerator 


Kelvinator Corp., 
14250 Plymouth Rd., Detroit, Mich. ‘ 
Model: “Electric Kelvin Chest” lift-lid 
type. 
Capacities: 2 cu.ft. food storage; shelf 
area 4.3 sq.ft.; 2 freezing trays. 
Special Features: Lid opens upward so 
user may reach down into box; re- 
movable basket for fruit, vegetables, 
etc.; temperature selector on front of 
cabinet; white porcelain table top; ex- 
terior, white lacquer; interior, white 
porcelain. 
Price: 77.50.—Electrical Merchandis- 
ing, July, 1934 


| New Produets 


Monarch Range 


Matlleable Iron Rouge Co., 
eaver Dam, is. 

Model: Cabinet model No. F 55G. 

Surface Units:—1500, 1250, 1000 watt 


units, 1-660 “Hi-Efficiency” cooker. 
Oven equipped with 1-1350 and 1-1500 
watt » 
Sizes: 41 o 
cocking tap 34 capacity 16 gal. water; 8-position 
Special Features: Iluminated, insulated swinging wringer with touch bar re- 
cooking compartment with drop-leaf lease ; cream, suntan, black finish. 
door which permits cooking in en- WS-3, spinner-drier; automobile 
closed compartment, with reduced type water pump standard equipment ; 
electricity and lower unit tempera- rubber silencer tub lid; interlocking 
tures; compartment equipped with spinner lid prevents raising while bas- 
vent, may be connected to flue or ex- ket is in operation; capacity 8 Ibs. 
haust fan; drop-leaf door forms work MP-3, thermal tub; dual finger 
table when door is open; 2-15 in. touch controls; 8 lbs. capacity; cream, 
illuminated ovens available or a com- suntan, black finish, _ 
bination of oven, plate warmer or ‘Standard” SW-3, 7 Ibs. capacity ; 
storage compartment or broiler ; pyrex wringer equipped with “touch-bar re- 


lease”; cream, suntan finish. 
“Special” LW-3, capacity 55 lbs. per 
hr.; wringer equipped with new type , 
hand rest, adjustable to 8 positions; 
Other features included in wringer v 
tub; “Pari-Vane” 
mpeller; “cushioned washing pro- 
cess” ; soft balloon rubber rolls; avail- Universal Coffee Maker 
able with or without pump.—Elec- 
trical Merchandising, July, 1934. 


Frigidaire Air 
Conditioners 


Frigidaire Corp., Dayton, Ohio. 
Vodels;: 3 new self-contained units. 
Description: Smallest of series, cabinet 

type with § ton refrigeration capacity 
per 24 hrs. cools, dehumidifies, circu- 
lates, Cleanses; suitable for average 
office or residence room. 

Second model in series similar to 

ton model but has ton capacity. 
Large model in series has § ton re- 
frigeration capacity per 24 hrs. ; cools, 
dehumidifies, cleanses and circulates 
air in summer, heats, humidifies, 
cleanses and circulates air in winter ; 
equipped with facilities for bringing in 
outside air; completely equipped with 
filters; connects with regular steam 
heating system. 
Prices: ton unit $340; % ton unit 
$495; @ ton unit $583; all f.0.b. Day- 
ton, installation charges’ extra.- 


Landers, Frary & Clark, 
New Britain, Conn. 

v Model: No. E-75109 “Electrovac” coffee 
maker. 

Description: 9 cup capacity; 550 watts; 
heat resisting glass upper bowl; Jade 
green porcelain enameled bottom 
bowl; chromium plated metal parts; 
ebonized handles, knobs, feet; open 
type heating element; extra cover 
furnished for bottom bowl for serving 
purposes. — Electrical Merchandising, 
July, 1934 


T oastwell Hostess Tray 


glass protects lights; oven tempera- 


‘Nectri ied ture control, electric timer-clock ; ility Electric Co. 

Electrical Merchandising, July, 1934. pilot light indications on all surface 620 Mo. 
units; condiment set recessed in wa!l Device; Combination “Toastwell” toaster 
of cooking compartment; ivory-tan and hostess tray. 
finish. — Electrical Merchandising, Description: Tray 264 in. long, 14 in. 
July, 1934. wide; equipped with cutting board, 

Vv detachable knife, 1-piece, 5-compart- 


ment white crystal glass serving dish, 

" 4 small compartments for olives, rel- 

WV W > ishes, etc, large compartment for 
estinghouse ashers meats, etc. Model 750, automatic 
toaster or 740 non-automatic toaster 


Westinghouse £lectric 4 Mfg. Co.. available with trays. 
Mansfield, O. Prices: No. 780-C, automatic toaster ‘ 
Models: 4 wringer, agitator models WP’- with hostess tray, $15.25; No. 740-C 
3, MP-3, “Standard” SW-3, “Special” non-automatic toaster with tray, 
LW-3; 1 spinner model, WS-3. $9.95; No. 800 Hostess tray with ac- 
Description: WP-3 square thermal tub; cessories only, $7.—Electrical Mer- 
4-vane “Pari-Vane” water impeller; chandising, July, 1934. 


Again Chromel comes into your daily life thru your daily bread—which 
is baked with electric heat, and wrapped with Celophane that is sealed 
with electric heat. Clean food thru clean heat, generated by Chromel 
heating-elements. Also, the good heating devices that you sell, from ranges 


to irons, are Chromel equipped. Your home and your business are served ' 
well, by CHROMEL—the wire that made electric heat possible. Send 
for our “Heating-unit Calculator,” Form KL. ; 


HOSKINS MANUFACTURING COMPANY, DETROIT, MICHIGAN 
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W estinghouse Radios 


Westinghouse Electric Supply Co., Ine., 
150 Varick 8t., N. Y. 

WR—20, 21, 22, 23 : 

Description WR-20, 4-tube, a.c.-d.c.; 

WR-21, 5-tube, a.c.-d.c WR-22, 5 


» model, tuning from 540 


electric auto-radio All models in at 
tractively designed hand-rubbed cabi 
nets shipments include RCA oF 
Cunningham tubes 

Prices: WR-20, $19.95; WR-21, $31.95 
WR-22, $29.95; WR-23, $67.50; WR 
24 $89.50 WR-25, 39.95 WR-26 
$52.50 Electrical Merchandising 


GE Hotpoint Coffee 
Makers 


General Electric Co. Mdse. Dept., 
Bridgeport, Conn. 


Vodels *‘Dorchester,” “Carlton.” 

Description Vacuum drip method; re- 
designed Pyrex bowls permit easy 
cleaning ; terminals concealed in base 


of stove; black Calmold handles on 
lower bowl and stove; new type, easily 
used strainer assembly with lifting 
handle 

Price; “Dorchester” 4-cup, $8.95; 6-cup, 
$9.95; 8-cup, $10.95; “Carlton” 6-cup, 
$6.95. Electrical Merchandising, 


A Review oj 


Standard Surface Burner 


The Standard Electric Stove Co., 
1718 N. 12th 8t., Toledo, O. 
Device: Kay 67, sealed-type surface 

burner. 

Description: Quick heating; will not 
puncture ; self grounding frame ; easily 
replaceable coils; high efficiency.— 
Electrical Merchandising, July, 1934. 


BILL, | DON'T SEE HOW YOU 
CHALK UP SO MANY SALES. 
| CALL ON A LOT OF PEOPLE, BUT 
| OON'T SEEM TO GET ANYWHERE. 


JOE--UNTIL STARTED 
CASHING IN ON FLEXIBLE 
RUBBER TRAYS. 


\ 1 WAS IN THE SAME BOAT 


SURE. MY SALES HAVE ALMOST 


WHAT? DOUBLED SINCE | STARTED 
MAKING THE MOST OF THESE 
\ LIFE - SAVERS. 


LET ME IN ON THE SECRET, BILL. 
| NEED HELP. 


\ WELL, FOR ONE THING, | USE ‘EM 


AS DOOR OPENERS. IT'S ALWAYS 

EASY TO GET A PROSPECT 
INTERESTED IN AN INVENTION 
LIKE RUBBER TRAYS - 


/\ BUYS A REFRIGERATOR _— 
\ TWO SALES LAST = 


THAT'S REASONABLE. WHAT ELSE? 


THEN I'VE GOT A SCHEME FOR GETTING 
HOT LEADS. OFFER REFRIGERATOR 

OWNERS A RUBBER TRAY FREE FOR 
THE NAME OF EVERY PROSPECT WHO 


WEEK THAT WAY. 


BOY, THAT SOUNDS GOOD. 


WHAT 0O YOU SAY, JOE? BEEN TRYING 
OUT MY FLEXIBLE RUBBER TRAY SYSTEM? 


/ 
Yes BOY! AND HOw IT works! 


SURE. THEN WHEN | HIT A HOUSE 
THAT LOOKS PROSPEROUS, | TRY TO 
SELL ‘EM FLEXIBLE RUBBER TRAYS 
FOR THE BOX THEY'VE GOT. THIS 
MAKES COLD CANVASSING PAY. 


GIVE MY SYSTEM A —<— 
{ 


BE BEATING YOUR SALES 
RECORO BEFORE THE SUMMER'S 


TRY AND SEE HOW 
IT WORKS. 


\ 


It will pay you to insist that Plexible Rubber Trays and Grids be included 
as standard equipment in every model of the refrigerator you sell. By 
so insisting, you'll sell more refrigerators—and sell them easier. 


Feature Flexible Rubber Trays and 
Watch Refrigerator Sales Go Up... 


Don't be content merely to sell 1934 will have them as standard 
refrigerators equipped with Flex- equipment. 
ible Rubber Trays and Grids. Te// And don’t forget Inland adver- 
prospective buyers about them _ tising. This summer no less than 
every chance you get. 278,000,000 advertisements will 
Take Bill's advice and use them appear in National Magazines 
as door openers. Let them help to increase still further the de- 
make cold canvassing more profit- mand for Flexible Rubber Trays 
able. They can be the means of and Grids. 
getting hot leads that develop into So ride along with the tide and 
sales. Feature them in all store insist that every model of the refrig- 
demonstrations. erator you sell comes equipped 
You'll find it pays, because Flex- with them. You can’t call your 
ible Rubber Trays have become _ refrigerators really modern unless 
amazingly popular everywhere. you do. 
More than 3,000,000 are now in Write to the manufacturer of 
use. More than a million were sold _ your refrigerator—or send your in- 
last year alone. Asa result,90% of quiring direct to us for full details. 
all refrigerators manufactured in No cost or obligation. 


THE INLAND MANUFACTURING COMPANY, DAYTON, OHIO 


Flexible Rubber Trays and Grids 


IGE GUBES—INSTANTLY—TRAY TO GLASS 
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Electro Ware Utensi 


The Monarch Aluminum Ware 
Detroit Ave. W. 93rd 8t., Clevela) 
Device: Cast aluminum waterless 

ing utensils designed especially 

use on electric ranges. 
Description: Heavy cast aluminum | 
heat necessary for steam cooking 

signed to heat quickly, evenly; s 

sealed covers for self-basting, to 

serve full taste of food; Found 
set consists of 2 qt. sauce pan, 

sauce pan, 6 qt. combination d 

oven with trivet or kettle cover; s 

skillet; 11) in. skillet.—Elec: 

Merchandising, July, 1934. 


Crawford Range 


Walker @ Pratt Mfg. Co., 
31 Union 8t., Boston, Mass. 
Model; Crawford Lowboy, 16-100. 
Surface Units: 1-6 in. 1000, 1-6 in. 1200, 
1-8 in. 1200, 1-8 in. 1200, 1-8 in. 1800 
watts ; oven: broiling 1800 watts; bak- 
ing, 2400 watts. 

Sizes: Floor space, 27x41 in.; height to 
cooking top 334 in.; oven, 16x14x18 

Special Features: Drawer action oven, 
utility drawer; Hilo toggle switches 
temperature chart; thermostat contro! 
on back splasher; electric timer con 
trol on oven and 1 surface unit; appli- 
ance outlet; ivory porcelain ename! 
finish. — Electrical Merchandisiny 
July, 1934. 


Hild Rug Shampoo 
Hild Floor Machine Co., 
108 W. Lake 8t., Chicago, Ill. 

Device; Rug shampoo for washing car 
pets and rugs without taking from 
floor in connection with portable car- 
pet scrubbing machine. 

Description: Shampoo cuts grime, grease, 
loosens gum spots, evaporates cor 
pletely, leaving carpets bright, clean 
and dry in 3 to 4 hrs.; Hild combina 
tion carpet scrubbing machine plus set 
of interchangeable attachments may 
also be used for conditioning, scrub 
bing, waxing, polishing floors.—Elec- 
trical Merchandising, July, 1934. 


v 


O’Keefe & Merritt 
Refrigerators 


O'Keeje & Merritt Co., 

3700 B. &th St., Los Angeles, Cal 
Models: 6—344, 345, 346, 634, 734, 109! 
Capacities: 4.17; 5.17, 6.22, 6.22, 7.42 

10.45. 

Special Features: Models 344, 345, 34° 
porcelain defrost tray porcelain eva! 
orator; automatic temperature co! 
trol; automatic defrost; automat 
fast freeze; twin cylinder compresso! 
floating power; 4 h.p. motor. Mode! 
634, 734, 1034, combination cold sto: 
age tray; defrost dish; built 
thermostat; interior light; slidine 
food shelf; drawer type vegeta! 
freshener ; double depth dessert tray 
porcelain door ice compartment ; aut 
matic ice tray release; porcelain in 
terior, lacquer exterior. 

Price: 344, $119; 345, $149; 346, $169 
634, $189; 734, $224.50; 1034, $324.5( 

—Electrical Merchandising, July, 1934 


ELECTRICAL MERCHANDISING—JULY, 1934 


l 
to 20.200 ke.; Wit-34, T-tube ac, all 
alll | 
L 
{ > SSS, s v 
)) |) \ 
| 


New Products 


car 
ron 
Car 


ase, 
on 

ean 
ina 
set 
may 
rub 


Price: 69 


Device: “Rolex” 3-minute masseur. 
Description: Bakelite housing; grip fits 


(Coleman Coffee Maker 


The Coleman Lamp € Stove Co., 
Wichita, Kansas 
Vodel: “Eleetro-Brew” automatic coffee 
maker. Models 69, 70. 
scription: Heat resisting glass bowl 
with silver bands; stainless steel with 
black Bakelite base; 300 watts 110- 
120 volts a.c. or d.c.; automatic pump 
stops pumping at first appearance of 
steam, prevents boiling, coffee brewed 
at 195° to 199°; 9 in. high, 8 in. wide. 
Model 70 eueees with switch in 
base—“hig for brewing, “low” for 
keeping beverage hot until served. 
$9.9 $11.85.—Electrical 
Me rchandising, ia 1934. 


Rolex Vibrator 


Weston-Schramm Inc., 
30 Rockefeller Plaza, N. ¥Y. C. 


hand; 4 Bakelite applicators—1-2 ball, 
1-3 ball, 1 disk or knob, 1 comb ap- 
plicator; 110 volt ac. “Rolex” d.c. 
adaptor available to use on direct cur- 
rent; black and chrome box fitted with 
convenient compartments for various 
parts. 


Price: $15.00 complete; d.c. adaptor $5 


extra.—Electrical Merchandising, July, 
1y34 


Viking Electri-Change 


Viking Products Cor 
330 W. St., New York City 


Device Intere hangeable interior sales 


sign. 


Description: Black and silver modern- 


istic frame, chrome cross bars, 3 lines 
of 12 letters each, letters easily 
changed ; black crystalline metal box ; 
uses only 1-25 watt lamp; flasher 
may be used to produce effect of mo- 
tion; can be used nested one over 
other like sectional bookcase; stand- 
ard model equipped with dark red 
glass background; interchangeable 
glass panels available in white, opal, 
green, light blue; complete with font 
of 100 assorted aluminum foil letters. 
154 in. long 7 in. high, 44 in. deep, let- 
ters 1} in. high 


Price: $9.75 complete without lamp.— 


Electrical Merchandising, July, 1934 


W estinghouse 
Refrigerators 


Westinghouse Bioverte Mfg. Co., 
Mansfield, 

Models: “C” line of Series—12 
models, CL-43, CL-45, CP-45, CL-55, 
CP-55, CL-63, CL-65, CP-65, CI-75, 
CP-75, CL-95, CP-95. 


Special Features: Top shelf in froster 


of models Cie 63, CL and CP 65 
CP-75, CL, CP-95 is refrigerated : 
Handy Tray mounted on inside of door 
of 3 larger single door models, stands 
flush on door when not in use, drops 
into horizontal position at touch of 
finger; can be lifted from supporting 
rack to carry drinks, food etc. to din- 
ing room; “Handy Jack” ice tray re- 
lease and bottle opener; “Sanalloy” 
metal evaporator replaces pore elain 
froster in previous lines; “Handy 
Latch” door opener combines finger 
and knee action; CL models Delux 
exterior; P models porcelain exterior ; 
ine is further wx by standard 
AP-90, AP-130, d AP-200 models.— 
Blectrical Merchandising, July, 1934. 
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Universal Percolator 


Landers, Frary 4 Clark, 
New Britain, Conn. 

Model; E-7626 percolator. 

Description: 6 cup capacity; patented 
pump and spreader plate; unit pro- 
tected by fuse plug; aluminum coffee 
basket, pump and valve.—Electrical 
Merchandising, July, 1934. 


Fairbanks-Morse 


Wringers: Crepe finish balloon rolls 12 
in. long; swinging reversible, with 
convenient control levers; Bar Type 
Safety Release, and tension adjust- 


ment. — Electrical Merchandising, 
July, 1934, 
Greyhound Irons 


R & R Electric Corp., 
Mount Joy, Pa. 

Models; A-300; B-400. 

Special Features: Visible heat indicator 
calibrated to give direct reading of 
heat from 100 to 600° F.; switch con- 
trol in air-cooled Bakelite handle ; cut- 
out to prevent overheating adjusted to 
open at 600°F; cord directly con- 
nected to iron; 600 watts; Model A 
weighs 43 lbs.; chrome plated; Model 
B weighs 3 lbs.; hydraulic pressed 
aluminum alloy iron; furnished with 
chrome plated stand or heel rest. 

model.—Electrical 

Merchandising, July, 1934. 


Washers 


Audiola Radio Co., 
0 8. Green 8t., 


side and out; 


grey finish. 


530 Chicago, Il. 
(subsidiary of Fairbanks, Morse @ Co.) 
Models: 4 WC, 4 WB, 4 WA. 
Description: Porcelain enameled tub, in- 
corrugated, rolled top 
edge, cushioned in rubber, clamped to 
frame, no bolts through tub; 6-sheet 
capacity ; Models 4WC and 4sWB, 3- 
wing submerged type aluminum agi- 
tator; Model 4WA, 4-wing submerged 
type aluminum agitator ; fully enclosed 
mechanism, cut steel gears, 4 h.p. mo- 
tor mounted in rubber; power driven 
drain pump harmonizing shades of 


AUTOMATIC HEAT 


21 SELLING FEATURES! 


Whiting 4-Point Suprem- 11. 
acy—“The Dual Draft 


Coal—and Less Expen- !2.- 


More Out Of It! 13. 


Whiting 4-Point Suprem- 
acy—The “Smoke-Elimi- 
nator.” 14. 


3. Whiting 4-Point Suprem- 
acy—The “Five Speed 15. 


4. Whiting 4-Point Suprem- 16. 
acy — The “Masterstat” 
Control. 


5. A Healthier Heat—even, 
steady control of tem- 
peratures. 18. 


6. A Cleaner Heat. 

7. Automatic Firing. 

8. Thermostat Control. 

9. Burns Lower Priced Coal. 20. 


10. Burns All the Coal— 
Smoke and Gas Included. 21. 


17. 


19. 


Your 


No Ashes —only clean 
clinkers, easily removed. 


Safe! No  back-firing, 
back-smoking. 


Installed. Joint 
an outside job. 


Removed — not 
fastened to floor. 


Low Current Consump- 
tion. 


Low Hopper—25 inches 
from floor. 


Smart and Modern in 
Appearance. 


Product of a Responsible 


Maker. 


Emergency Service. Fur- 
nace may be used should 
current be shut off. 


Perfected in Cost as Well 
as Service. 


No soot—No Grime. 


NOW WITHIN 
THE REACH 
OF 
MILLIONS 


\\> 


| ga with sales of the stoker industry nearly 60 
per cent ahead of its biggest year, 1933—the 
market for Automatic Heat has not been scratched. 
Along with the growing tide of Air Conditioning, the 
stoker is not only one of today’s livest lines, but one 
of tomorrow’s most promising opportunities—your 
next great market. 


Aggressive dealers, handling major electrical ap 
ances, are beginning to discover the great new mar fi 
which has been opened up by the perfection of the 
Whiting Underfeed Stoker. With a factory as experi- 
enced and responsible as the Whiting Corporation— 
a product as economical as the new Whiting Under- 
feed Stoker—and the unique Whiting plan of inten- 
sive local sales promotion—they can now gain a 
strong foothold in a new market which promises to 
soon assume giant proportions, 


Investigate this rapidly growing industry now. 
Investigate the standing of the Whiting Corporation 
—and the economy and excellence of its new under- 
feed stoker. And write us today for the facts which 
no forward-looking dealer can afford to ignore. 


Address Underfeed Stoker Division, WHITING CORP., 15651 
Lathrop Ave. (A Chicago Suburb) Illinois. 


UNDERFEED STOKER 


|. DUAL DRAFT BURNER. 
2. “SMOKE-ELIMINATOR’. 
3. FIVE SPEED DRIVE. 
4. “MASTERSTAT CONTROL. 
MANUFACTURED & SOLD BY 


WHITING corp. Nervey. 


POWER STOKERS FOUNDRY EQuiP- 
MENT, RR. SPECIALTIES. CHEMICAL EQUIPMENT 
AND SPECIAL MACHINERY 
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woman's mind by getting her to move, to 
ict, to touch rhe most successful 
demonstration is one that gets the prod- 
uct within the wuse-experience of the 
prospect Let her operate it, try it, 
imagine its value to her in her own home. 
Get her to go through the motions of 


using it 

You can deal with the six senses in any 
emonstration—why leave any of them 
out The eye receives impressions 


twenty-two times faster than the ear, 
that is why “goods talk” and often are 
their own best salesman. If you depend 
upon your own personal argument to de- 
liver an impression that could be so much 
more quickly, convincingly and power 
fully done through appeal to the eye, you 
ire merely heaping unnecessary work 
upon yourself 

Similarly, the sense of touch and 
manipulation has been proved by psy- 
chological laboratory tests to more than 
double the strength of any impression 
registered by ear and eye. Thus, if you 
merely stop at showing the product, and 
fail to let the feminine prospect feel and 
use it—you are placing senseless obstacles 
in your path, which will be difficult to 
hurdle. 

Remember the six senses—seeing, hear- 
ing, feeling, tasting, smelling and the 
sixth, a sort of combination of all others, 


The Surest Method of Closing 


manipulating! You have not established 
a good demonstration method until by 
art and showmanship, you appeal to each 
of these. The one most neglected is the 
sixth; until you afford a woman a chance 
to actually use or see how the appliance 
you sell can be used, you haven’t made a 
demonstration. 

For example, if you are selling a re- 
frigerator, and are demonstrating an un- 
pierced food compartment lining, let the 
prospect feel it. If you are stressing the 
odor-proof freezing compartment, let the 
prospect taste a melted ice cube to know 
that it is free from food odors. If you 
are talking about the dry refrigeration 
produced, keep some corn flakes or 
matches in the food compartment and 
have the prospect feel them. Finally, get 
the prospect into the motion of using it 
in any one of many ways—the prepara- 
tion of frozen desserts, cold cookery, 
salads, pastry. 

Getting down to bedrock, there are 
three major ways to register a sales im- 
pression: (1) Tell, (2) Show, (3) Try. 
Lucky is that product in which all three 


CLAIM YOUR TERRITORY 
NOW! 


Dealers Everywhere Recognize the Sales 
Appeal in these New Waukesha Products 


WAUKESHA 
ICE ENGINE 


This engine is the heart 
of the Waukesha Relrig- 
erator, Maker and 
Milk Cooler. Itisa mod- 
em ,four-sycle , air-cooled 
precision - built gasoline 
engine, combinedin one 
compect unit with a refrig- 
erating Compressor 

The Ice Maker and the 
Milk Cooler may also be 
powered with the Waev- 
keshe Automatic Electric 
lee Motor. 


A short time ago, the Refrigeration Division of 
Waukesha Motor Company announced a Gasoline- 
Powered Refrigerator, a Portable Ice Maker, and a 
Milk Cooler. It was done without ballyhoo—without 
meaningless superlatives. The products were described 
simply, sincerely, and briefly. 


The response was immediate and enthusiastic. Why? 
Because dealers everywhere, acquainted with the rural 
market, recognized that these products met the de- 
mands of a big market that had been waiting for years 

. waiting for practical, economical POWER refrig- 
eration that would operate without electricity. 


Distributors and dealers recognized in these new 
Waukesha products a new profit opportunity such as 
industry had not offered in a long time. One North- 
west dealer in home appliances, drove with his partner 


for twelve hours to make first bid for a franchise in his 


territory. 


A Southern distributor signed for four hundred units three 
days following the first announcement. 


A Western distributor promptly 


matched the order, a New York State distributor followed with a three 


hundred unit contract... 


. and thus a country-wide organization grows. 


Tomorrow, your territory may be taken and your opportunity gone. 
You should consider seriously and act promptly. Here is a line with a virgin 


market practically without established competition . . 


without hindrance . . 


. sales easily made 


. ademand evidencéd by continuous consumer response 


to our national advertising. It is package merchandise with no installation 
problems, and minimum service requirements—a line built by the world’s 
largest builders of heavy-duty gasoline engines, with a world-wide reputa- 


tion for engineering achievements. 


Write or wire for detailed description of the prod- 
ucts and particulars of our liberal dealer plan. 


Refrigeration Division 


WAUKESHA MOTOR COMPANY 


DEPT. M-7 


WAUKESHA 


WISCONSIN 


CONTINUED FROM PAGE 7 


can be used. Your success as a sales- 
man depends upon how far past the 
“telling” stage you can get. When you 
are delivering a sales talk, you are try- 
ing to register the hard way. That is 
not demonstrating, of course. When you 
are showing the product, you have gone 
only half the distance towards a good 
demonstration. Yet, in the reports from 
these 1,000 salesmen mentioned, the vast 
majority believed that a demonstration 
consisted solely of placing a prospect be- 
fore a refrigerator or washing machine 
and pointing out its features, leaving the 
prospect physically motionless, with a 
mind that may be wandering everywhere 
except upon the action itself. But when 
you are demonstrating the use value, with 
the prospect participating; then you are 
hitting the bull’s eye. 

If you study your technique, improve it 
with dramatic little spots of showmanship 
and arouse greater prospect activity all 
the while, you'll soon be the humdinger 
who closes four of each five sales. The 
chance to become a leading salesman is 
remarkable, from this standpoint, because 


WAUKESHA GASOLINE- 
POWERED REFRIGERATOR 


A modem Refrigerator that operates 
at an average fuel cost of two cents 
a day. The Waukesha Ice Engine, 
mounted in a sound-silenced 
in the base, operates smoothly, 
quietly, without vibration. Challenges 
any Refrigerator made in performance 
and economy. 


WAUKESHA ICE MAKER 


A portable ice plant that freezes 
fifty pounds of pure ice, in four con- 
venient-size cakes, > in about four 


gallon of gasoline makes 
100 pounds of ice. 


WAUKESHA MILK COOLER 


Powered with either the Waukesha 

Gasoline Ice Engine or Waukesha Au-. 

tomatic Electric Ice Motor. More de- | 
and ch than ice. Meets 

the most rigid milk-cooling 

ments. Power-driven, directiona aa 

tator, effects thermal ‘stirring of mi 

Cans need not be 4 

bacteria. Eliminates stirring 

utensi’ 


you have a wide open field. But it mean, 
that you will have to take in washing, 
and it means that you will have to di 
cover how a woman uses a refrigerat; 


in her kitchen. Yes sir! You'd bett 
start to make a housewife out of yourse 

Explain these figures, if you can. Wh« 
1,000 housewives were questionnaired 
to the dominating influence in initiati: 
purchasing interest in home applianc: 
the score was 89 per cent for advertisin 
as compared to 11 per cent for person 
selling. In other words, advertising c: 
do the starting job better than a salesma 
—and pity the poor salesman who a 
tempts to do the advertising job for a 
unknown product. But when these 1,(( 
women were asked to name the mo 
dominant influence in reaching a purcha 
ing decision, the score was turned aroun 
to 94 per cent for salesmen as compare’! 
to 6 per cent for advertising. In othe 
words, the real function and opportunit) 
of the appliance salesman is almost en 
tirely of a sales closing nature. 

The facts reflected by these statistics 
show a wicked chance for either a manu 
facturer or the retail salesman to get 
tripped up by the failure of the other. |i 
a manufacturer, for example, persists in 
keeping his product unknown and ex 
pects his salesman to do the approach and 
educational job, he is robbing them of 
time and effort required to surmount 
obstacles which he should shovel away 
without any risk to them. The smart 
salesman, of course, spends no time with 
an unknown product—he selects one that 
has acceptance and that is in sales 
momentum. On the other hand, the man- 
ufacturer who invests hundreds of thou- 
sands of dollars in advertising builds up 
an acceptance that is spewed away, un 
less his salesmen are good closers. Since 
the surest and best closing method is 
demonstration and since few salesmen 
seem to know much about it, I am prone 
to declare that salesmen are more than 
throwing four of each five chances to sell 
away—they are throwing 80 per cent of 
the advertising effectiveness of the aver- 
age appliance manufacturer to the four 
winds. Believe me, those are losses 
which neither should tolerate. Better be- 
come a good de* ionstrator, and fast! 

The importance of demonstration is al! 
the more important in the light of these 
data. When these 1,000 women were 
asked to check the item that most influ- 
enced their buying decision, they reported 
as follows: demonstration 86 per cent; 
sales talk, 14 per cent. In other words, 
a salesman cannot expect to get much oi 
anywhere by talk alone. 

There are six principal demonstrating 
methods and, depending upon the par- 
ticular situation, you should make use oi 
as many of them as possible. 

(1) Sole demonstration by the sales- 
man—This is the most common type of 
demonstration. The salesman shows all 
product features, going through all the 
motions of showing what they do and how 
they are used while the prospect sits be- 
fore the product and looks on—showing 
interest, asking questions or giving evi- 
dence of boredom. 

(2) Demonstration in which the pros- 
pect participates—This is a much better 
method in that the prospect is compelled 
to touch, taste, smell, hear, see, or 
manipulate the product. It builds greater 
appreciation because the prospect is act- 
ing as well as observing. It kindles 
greater realization of value as a home 
comfort because the prospect is using it 
as she would in household use. It elim- 
inates interruptions and objections be- 
cause the prospect is so busy doing 
things that her attention is not apt to 
wander from the track of the presentation. 

(3) The “This-Is-W hat-Y ou-Are-Los- 
ing” Demonstration Method — By this 
type of demonstration you show the pros- 
pect what all members of her family are 
actually losing in convenience, pleasure 
and saving. You use a blackboard to 
compute the prospect’s daily, monthly, or 
yearly loss. This form of demonstration 
can be made more dramatic if you actually 
use money (for example, a $100 bill) to 
dramatize the extended loss, or by drop- 
ping change into a can repeatedly to il- 
lustrate the constant daily loss. 

(4) The “This Device Will Enable 
You To Do More and See More” Dem- 
onstration Method — In this form of 
demonstration, you do not dwell on the 
old situation or the present situation but 
proceed at once to the future situation in 
which the prospect owns the product. 
You start in the demonstration by re- 

(Please turn to page 39) 
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New Positions of 


the 


Month 


Former manager of the Pa- 
cifie Division of General Elec- 
tric’s Incandescent Lamp 
Division, BR. P. Burrows is 
now assistant manager of the 
sales promotion department. 


General Electrie 


k. P. Burrows, former manager of the 
|'acific Division, has been made assistant 
manager of the Sales Promotion Depart- 
ment of the Incandescent Lamp De- 
partment, General Electric, according to 
|. E. Kewley, vice-president. M. C. 
Hixson succeeds Mr. Burrows as man- 
ager of the Pacific Division. 


Cramer-Krasselt 


A. W.. Seiler, identified with the 
Cramer-Krasselt Company, Milwaukee 
advertising agency, since 1907, has been 
eected president. He is a recognized 
expert on appliance merchandising, par- 
ticularly in the department store field. 
Cramer-Kfasselt have both the Norge 
and Maytag accounts. 


Altorfer 


A. W. Altorfer was elected president 
of the Altorfer Bros. Company, East 
Peoria, Ill., at a recent meeting of the 
board of directors. H. W. Altorfer was 
elected vice-president and general man- 
ager. 

A. W. Altorfer, together with the late 
Silas H. Altorfer, founded the company 
in 1909. H. W. Altorfer has been asso- 
ciated with the business for fifteen years 
in the capacity of secretary and was 
clected general manager last fall. 


Republic Rubber 


C. J. Walsh has been placed in charge 
of the newly-created wringer roll de- 
partment of the Republic Rubber Com- 
pany, Youngstown, O. The company is 
producing a complete line of replace- 
ment rolls both in the made-up and blank 
types in all diameters. 


Kelvinator 


S. V. Alltmont has been created head 
of the company’s new Liquid Cooling 
Division, according to J. A. Harlan, 
commercial sales manager for Kelvinator. 
Prior to his appointment, Mr. Alltmont 
was in charge of the water cooler 
division. 

O. F. Boyer has been appointed man- 
ager of the company’s southern district. 


Permautit 


The Permutit Company, New York, 
manufacturers of water treating equip- 
nent of all types, announces the appoint- 
ment of two new men to its Domestic 
Department field staff. D. L. Pollock 
will cover Michigan and northern Ohio. 
J. J. Gallagher has been assigned Massa- 
chusetts, Rhode Island and Vermont. 

According to Oliver P. Harris, Man- 
ager of Domestic Sales, the sales of 
Permutit water softeners, filters and 
activated carbon filters are showing a 
steady increase from month to month and 
are sharply ahead of last year. 


Gimbel 


William C. Macey has resigned as 
home furnishings merchandise manager 
and member of the executive board of 
Gimbel Bros., New York, effective 
July 15. 


Herman F. 


Manager of General Electric's 
Nela Park eastern engineer- 
ing office, A. L. Powell has 
recently been elected presi- 
dent of the Iluminating En- 
gineering Society. 


Frigidaire 


Lehman has been ap- 


pointed manager of the St. Louis branch 


of the Frigidaire Corporation. 


He was 


formerly assistant manager of the com- 
mercial division of the company. 
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Hotpoint Redman: Shh! Gentlemen! Gen- 
tlemen! . . . quiet, please! And will the 
boys in the back row drop those har- 
monicas for just one minute? I'd like to 
start my spiel about this new General 
Electric Hotpoint Portable Mixer! 

Big husky dealer: This is a business meet- 
ing, gents—and by the way, professor, 
is $17.95 the list price of that mixer? 
Hotpoint Redman: Right! And when a 
customer sees a price that small on a 
mixer with juice extractor included and 
made by G-E—practically no more 
need be said! 

Some of the boys: What about perform- 
ance, professor? 

Hotpoint Redman: Glad you mentioned 
it! Why this portable mixer will do a job 
that will nae any competitor mixer on 
the market green with envy! And as for 
Jooks—just give it the once over! Silver 
finish, black trim—one of the handsomest 
mixers that ever beat up a cake! 


GENERAL @ELECTRIC Hotpoint 


Identified with the Cramer- 
Krasselt advertising agency, 
Milwaukee, since 1907, A. W. 


Seiler has recently been elec- 
ted president of the company. 


Timken 


At a special meeting of the board of 
directors of the Timken Roller Bearing 
Company held June 16th, H. H. Timken 
resigned as president of the company, and 
Wm. E. Umstattd was elected president. 


From head of Kelvinator’s 
water cooling division, 8. V. 
Alltmont has been created 
head of the company’s new 
Liquid Cooling Division 


Fluid Heat 


Earl E. Adams, a well-known figure in 
the heating industry for the past twenty 
years, has joined Fluid Heat as manager 
of installation and service at the factory 
in Baltimore. 


GENTLEMEN...HERE IT 
IS! A PORTABLE G-E 
HOTPOINT MIXER WEAR- 
ING A $17.95 PRICE TAG 


Same boys again: 1s that a 3-speed motor, 
professor? 


Hotpoint Redman: Three speeds—low, 
medium and high. It has an exception- 
ally high powered motor. And here’s a 
great feature. The switch knob is right 
on top of one handle, which provides 
single-hand control, for portable uses. 
And our new feature—the motor stops 
when you lay the mixer down, or if... 
One of the wags: Or if the user happens 
to be an old man and gets the beater- 
blades tangled up in his beard! 


Hotpoint Redman: That’s it—safe as well 
as convenient. And notice that wide 
base? No danger of an upset when you're 
using this as a stationary mixer. 


One of the boys: Let’s see . . . motor and 
stand, double beater, two mixing bowls, 
juice extractor—all for $17.95, eh? 
And a knife sharpener, grater, drink 
mixer can be had as extras? Swell! Say, I 


“Now ia the time to Luy."* 


can sella thousand of those mixersif you... 
That wag again: A thousand? Offcer!... 


that man out! He’s just a die- 
hard pessimist! 


“HEY! WHAT ABOUT MEP 
I’m the big G-E Hotpoint Mixer and 
I’m not going to let that portable 
steal the show! J’m a money-maker, 
too. Give me counter space—and I'll 
give that portable mixer a run for the 
customer’s money! See your General 
Electric Hotpoint distributor, or write 
Sec. E-347, ferchandise Dept., Gen- 
eral Electric Co., Bridgeport, Conn.” 
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OUR FIRST GUESS IS WRONG 


Many an experienced merchandiser has 
missed the price by $20. For this spar- 
kling new Estate, with all its exciting 
new features, is made to sell for $108.25. 
And that upsets all preconceived ideas of 
electric range values! 


Remember, this low-priced, table-top Estate 
is a true Estate. It’s not a skimped “bargain 
sale” model—but a full-sized, fully-equipped, 
full-porcelain Estate at an eye-opening (and 
purse-opening) price. That's why we are 
bragging about it. That’s why seasoned 
campaigners are featuring it—and selling it. 


GET IT—QUICK! The factory is making 
immediate shipments. Rush your sample or 
stock order for Model J-1564 and get in quick 
on a good thing. Or, write for Catalogue No 
96 and information on all mode's in the new 
Fstate line. 


SEE WHAT YOU CAN 
OFFER AT $108.25* 


* Estate BALANCED Oven with Single- 
Switch Control. Full-size (16x 17% x 
13), with more usable space than in 
other ranges. * Removable Oven Bot- 
tom. *Rigidraw Oven Racks—firm 
and sagless in any position. ‘*In- 
dependent-unit broiler, operated by 
separate position of oven switch. 
* Smokeless, double-searing broiler pan. 
Lower section can be carried to cooking 
top and used as saucepan in making 
gravies. *ThermEstate Oven Heat 
Control. *Four High-Speed Cooking- 
Top Units. *Big Roller-Sliding Utensil 
Drawer. *Recipe Card File. * Knife 
Sharpener. ‘Full white porcelain 
enamel finish, with black stainless 
porcelain top. Extras: *Time Control, 
$13.00; cooking-top lamp, $4.25. 


*F.0.B. Hamilton, Ohio 


THE ESTATE STOVE COMPANY, HAMILTON, OHIO 


Warchouse stocks in NEW YORK, BOSTON, NEW ORLEANS, DALLAS, MINNEAPOLIS, 
SAN FRANCISCO, LOS ANGELES, PORTLAND (Ore.). 


QUIT 


GUESSING 
ABOUT 
DELIVERIES 


Why worry about your ship- 
ments? It is easy to make 
sure that they will go through 
quickly and safely by han- 
dling them through the re- 
sponsible, nation-wide organ- 
ization of Railway Express. 
By this way you are sure of 
swift transportation, careful 
handling, and prompt deliv- 
ery on arrival in all important 
cities and towns. 


USE RAILWAY EXPRESS 


Our double receipt system, 
both on pick-up and delivery, 
gives an accurate check on the 
time of transjt and arrival. 
Rates include liability, and 
are moderate for the quality 
of the service offered. Tele- 
phone your local Railway Ex- 
press Agent for service or in- 
formation and make a point of 
specifying Railway Express 
for everything you want to 
ship. 


The best there is in transportation 


RAILWAY EXPRESS 


AGENCY, Inc. 


SERVING THE NATION FOR 95 YEARS e NATION-WIDE SERVICE 


Featured in JUNE 


the week of June 7. The May Company 
sold electric casseroles as a special at 
$3.95, light bulbs at 12c., tie pressers at 
69c., Dormeyer mixers at $6.95, and 
found a number of electric appliances to 
come within the scope of their “Dollar 
Day” advertising. They, too, have a 
model home display in the style of early 
California ranch days. Walkers’ base- 
ment featured Conlon washers at $42.95 
and Spin-drys at $59.50, with small ap- 
pliances at such prices as $2.89 for a 
G.E. iron, discontinued model. R. E. 
Mater’s picture, with his own selection 
of department specials, appeared on de- 
partment managers’ day. The Broadway 
sold sandwich toasters at 93c. and re- 
built Premier vacs at $24.79. The June 
Bride, they believed, should be electrically 
minded, and they told her so in a full 
page ad on June 3. A G.E. cooking 
forum, with essay contest and door prizes 
was a June event of this store. Barker 
Bros. continued electric range advertis- 
ing and went in for electric fans, washers 
and ironers and, in a big way, for re- 
frigeration. Some of the old ice boxes 
they got rid of at the end of the month 
for $2.95 and up. They also staged a 
Housewares Fair in June, with demon- 
strations of washers, refrigerators, clean- 
ers and small appliances. The Platt 
Music Company offered cartons of soap 
with electric washers and emphasized re- 
frigeration. Washers, vacs and four 
makes of refrigerators were advertised 
by the L. A. Furniture Company, while 
the Eastern Outfitting Company made 
weekly announcement of their nickel-in- 
the-slot system of selling refrigeration. 


Spokane 


In Spokane the Washington Water 
Power Company has served warning that 
the Free Wiring offer on electric ranges 
is coming to an end. A trial offer on 
automatic water heaters is the center of 
the picture at the present time. The $1 
trade-in offer for your old iron ended 
with the month of May. Electric re- 
frigerators, and twin hot plates at $7.95, 
$1.95 down and $1.50 a month, are the 
specials for this month. The new elec- 
tric twins “Save and Serve” are features 
of every ad. Tull & Gibbs let the public 
know regularly that they sell Kelvinators. 
Brown-Johnson feature air conditioning, 
in addition to refrigeration and electric 
fixtures. The Crescent started June with 
a visit from the G.E. Electric Kitchen 
Coach and celebrated by featuring elec- 
tric ranges and fans. Refrigerators and 
washers interested most of the other Spo- 
kane dealers as June sales possibilities. 

Seattle will still be in continuous hot 
water if it takes complete advantage of 
the Puget Sound Power Company adver- 
tising, which specializes in hot water 
heaters. The City Light also offered a 
low water heating rate, but spread its 
barrage by including refrigerators and 
electric ranges in its advertising. A West- 
inghouse automatic 4-burner range with 
black porcelain top is offered at $99.50, 
with extra charge for the clock if de- 
sired. Grunbaum Bros. advertise several 
makes of refrigerators, plus waffle irons 
at $3.95. They staged a big sale on the 
first of June, remaining open Saturday 
nights until 9 p.m. Frederick and Nel- 
son and the Bon Marche advertised re- 
frigerators. 


Portland 


Portland reports that Meier & Frank 
spent a busy electrical month. Their 
“Big 7” display of refrigerators, sold at 
$1 down, balance on your own terms, 
occupied considerable advertising space. 
Royal cleaners were sold for a short time 
at $19.95 for a $29.75 value. TIroners, 
G.E. washers (one day only for $54.95), 
and electric ranges were also among those 
present. M & F days during the early 
part of June brought forth many specials 
in small appliances. The Star Furniture 
Company staged a cooking demonstration 
for three days early in June, with an 
essay contest on G.E. ranges. They also 
went in for vacs with a $1 per week pay- 
ment plan, and for washers. Lipman 
Wolfe joined the meter sellers on re- 
frigerators. They run a clever miniature 
newspaper in their ads called the “Lip- 
man-Wolfe Bugle,” in which they blow 


CONTINUED FROM P.31 


their own horn. Oil burners and 
ing machines are part of their su: 
program. The Powers Furniture ( 
pany sells Kelvinators at $1, with a $ 
per week payment and has no inten 
of letting the public forget that 
They have opened a new Hollyy 
branch store. Washers, refrigerators 
burners and electric ranges received 
tention from various other adverti: 
The Northwestern Electric specialize: 
cooperative advertising of table cook 
appliances and electric ranges, annov 
ing a schedule of cooking demonstrati 
to be held in Portland stores through 
the month of June, each with a pr 
drawing. The Oregonian Weekly Co: 
ing School has been running in the M« 
& Frank auditorium. There is also a 
Better Kitchen Contest under way, wit! 
$550 in prizes offered for the best flo 
plans submitted to the Portland On 
gonian Model Kitchen. 


San Francisco 


The San Francisco Bay region con 
tinued to emphasize refrigerators during 
the latter half of May and throughout 
June. Chas. Brown & Sons added Thor 
washers and a small electric mixer at 
$1.49 to their list, while the Emporium 
diversified their interest with washers, 
ironers, vacuum cleaners and sewing 
machines in their upstairs store. A new 
electrical appliance and housewares sec- 
tion has been established in the Emporium 
basement, with everything electrical, from 
$1 toasters (cord extra) to Laundry Maid 
washers at $39.75 and Norge refriger- 
ators. Hales special May sales have 
given way to the standard merchandising 
of washers, ironers, sewing machines, re- 
frigerators and small appliances. Sher- 
man Clay & Co., who specialize in re- 
frigerators in addition to everything in 
music, have added a new feature in the 
display of the latest in buffet arrange- 
ments, with furniture and accessories 
loaned by S & G Gump. Schwabacher- 
Frey advertises rebuilt Hoovers and 
standard Franz Premiers for $16.75 and 
$16.50 respectively and General Electric 
washers and ironers at standard prices. 
Nathan & Dohrmann advertise electric 
clocks which strike the hour at $9.85, 
and electric refrigerators. Reproduction 
of fixtures installed in the early days in 
historic business establishments of San 
Francisco emphasizes the fact that the 
Phoenix-Day Company dates from pioneer 
times. Normandy Lane, basement of the 
City of Paris, blossomed forth during 
June with Grunow refrigerators. Furni- 
ture stores, music stores and other de- 
partment stores also appeared in print 
advertising refrigerators, washers and 
lamps. In Oakland Breuners announced 
a Chronicle Cooking Club with electrical 
prizes for June 6. 


Fresno 


In Fresno June marked the end of free 
electricity and the beginning of the spe- 
cial domestic rate offer by the San Joa- 
quin Light and Power Corporation and 
this, of course, dominated their advertis- 
ing. An auxiliary feature was the elec- 
tric range campaign of the Valley Elec- 
trical Supply Company which ran from 
April 27 to June 28. The Electrical 
Exposition came at the end of May, with 
refrigerators as the center of the picture 
These and washers were featured in most 
of the advertising. The Red Cap S & M 
headlight for garden lighting was 4 
dealer-cooperative item and received some 
attention. Radin & Kamp announced a 
Kelvinator hostess school. Gottschalk’s 
celebrated the week of June 4 with a 
“Missouri Lane” where customers were 
“shown” all sorts of electric appliances 
in demonstration. A cooking school was 
held every afternoon and Easy washers 
and ironers, Eureka vacuum cleaners, 
Norge refrigerators, G.E. model kitchens. 
Hamilton Beach mixers and other ap- 
pliances were among those in action 
The Fresno Bee Cooking School closed 
for the season with a special demonstra- 
tion of electric ranges and refrigerators. 
Gifts for the June bride as featured by 
Fisher-Glassford, included an Eskimo 
electric mixer and juicer, extra special 
for $11.32, a waffle iron at $3.32 and 
a sandwich toaster for $1.62. 
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UNDISPLAYED word. 
Positions Wanted om 


10 cents word, charge. $2. an 
insertion, payable in on bow 
numbers.) 


Positions Vacant and all other classifications 
(including Agents, Salesmen, Distributors, 
Representatives advertising), 15 cents a word 
minimum charge $3.00 an insertion. (See { 
on boa numbers.) 

Discount of 10% if full payment is made in 
advance for 4 consecutive insertions of undis- 
played advertisements. 


SEARCHLIGHT 
SECTION 


“OPPORTUNITIES” 
SALES EMPLOYMENT 
BUSINESS—MERCHANDISE 


DISPLAYED RATE—Per inch. 


Rates for larger spaces on request. An adver 
tising inch is measured vertically on one 
There are 4 columns—60 inches to 


wmbere—Care of Merchandis- 
"s New York, Ch San Francisco 
count as 10 words “additional in undis- 
played ads. Replies forwarded without charge. 


"POSITION VACANT 


WANTED—Experienced man to manage retail 
chandelier department. Must be capable of both 


buy and eelling. State experience. Give ref- 
ere and salary desired. P-529, Electrical Mer- 
chancising, 520 No. Michigan Ave., Chicago, Il. 


SALESMEN WANTED 


Salesman 
sow calling on servicemen, electric shop, hard- 
ware stores, department stores, to sell our line of 
vacuum cleaner, washing machine, refrigerators, 
and sewing machine belts, as a side line 
or mmission basis. State in first letter territory 
now covering. Write SW-530, Electrical Merchan- 
diving, 330 West 42d St.. New York City. 


ironers 


WANTED 


DISTRIBUTORS WANTED 


MORRILL VACUUM CLEANER 
Enclosed filter type. High Vacu 
Four models. Many outstanding sell- 
ing points 
Write for proposition 
MORRILL & MORRILL 
30 Church St., New York, N. Y. 


MANUFACTURERS 


A high quality creative executive with twenty 
years of travel and electrical merchandising, 
reinforced with a technical training, is estab- 
lishing himself and two associates in Chicago 
to act a8 representatives. Will also consider 
national distribution. Correspondence is invited. 


RA-531, Electrical Merchandising 
520 No. Michigan Ave., Chicago, Ti. 


WANTED 
Electrical Appliance Store 
and Repair Shop 
in town of 15,000 to 30,000. Middlewest 
preferred. State Price and terms. 
BW-527, Electrical Merchandising 
520 No. Michigan Ave., Chicago, Ill. 


10 Replies received 
——by a manufacturer of small electrical appliances 
wanting a Chicago representative 
3 Replies received 
—by a salesman wanting additional lines on com- 
mission basis in eastern Pennsylvania 
1 Reply received 
—by « manufacturer of carbon lamps wanting an 
agent in New York City 
2 Replies received 
—by an advertiser wanting to represent manufac 
turers of electric novelties and appliances in 
Metropolitan New York City 
10 Replies received 
—by a manufacturer of motors, generators, etc., 
wanting agents in several territories 
2 Replies received 
~by a distributor prepared to handle electrical 
specialties in central New York and Northern 
Pennsylvania 
3 Replies received 
——by an advertiser offering representation in New 
England territory 


business wants. 


Do “SEARCHLIGHT” Ads Get Answers? 


Here’s a review of some answers received by box 
number advertisers since the first of the year. 


received 
& manufacturer of wringer rolls seeking 


of an electrical store who wants 


artner 
6 Replies received 
—by an new offering representation in South 
west territory on electrical appliances 
1 Reply recei 
Y & manufacturer of show window reflectors 
wanting a New York agent 
received 
—by a manufacturer of washers wanting repre- 
sentation number of territories 

7 Replies rece’ 

—/(in June) . a manufacturer of tree outfits want- 
ing salesmen on commission basis (7 replies 
also received to the same advertisements pub- 
lished in April) 

lies received 

—by an advertiser offering representation in Cleve- 

land on washers, sweepers and refrigerators 
4 Replies received 

—by an advertiser wanting to purchase an electric 

appliance store and repair shop in middle west 


(NOTE that these advertisers were offering or seeking selling 
opportunities in localities distributed all over the country) 


“SEARCHLIGHT” ads can serve you to equally good purpose on similar 


PART 


count as a line. 


SERVICES 
AND 


ACCESSORIES 


UNDISPLAYED RATE: $1.00 per mee, insertion. 
$4.00. (First line in small black f type.) 


Minimum charge 
Fractions of a line 


Discount of 10% t 1 full payment is made in ad- 
vance for 4 consecutive insertions of undisplayed ads. 
DISPLAYED RATE: $12.00 per inch per insertion. 
An advertising inch is measured vertically on one column. 
There are 4 columns—60 inches to a page.) 


BAGS 

Vacuum Cleaner Dust 
We manufacture the best Dust- ee 
lowest price in quantities. 
cate Inc., 118 N 


NEW ADS 
New advertisements, for the August issue of Elec- 


trical, Merchandising, should be received at the 
New York office by July 30th to insure publication. 


Bag for the 
Universal Sales Syndi 
orth Warren St., Trenton, N. J. 


WILLMAN ELECTRIC 


SUPERIOR—QU ALITY—WORKMANSHIP 
Armatures a Specialty 
Vac. Arm., ft: 45 10% Discount on order 
Hoover, of 
Drill aa Motor Prices on Request. 
Also Vac. Repair Parts. 
A Trial Order Will Satisfy 


2554 Sturtevant, Detroit, Michigan 


Send for 64-Page Catalog f 
Illustrating 600 Washing Machine Parts ° 


WRITE OR WIRE US— NOW! 
SCULLY-JONES & CO., 1905 S. Rockwell St., CHICAGO, ILL. 


You'll Increase Your Sales with GOODRICH Rolls 


SERVALL COMPANY, 4409 Seyburn Ave., Detroit, Michigan 
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Method of Closing 


—=CONTINUED FROM PAGE 36— 


ferring to the product as hers. You then 
dwell constantly upon the use values she 
will enjoy through its ownership from 
now on and the new and delightful con- 
veniences she will discover from its use. 

(5) The Comparison Method—In this 
form of demonstration, you compare the 
prospect's present situation (with all dis- 
advantages experienced from lack of 
ownership) with the advantages and 
benefits of the new situation that will re- 
sult when she decides to buy. 

Another form of this demonstration is 
to compare your particular product with 
ordinary competitors. Care should be 
taken not to knock competitors by name. 
Rather, compare yours with them in a 
fair, thorough, sequential manner to show 
the prospect yours contains greater use 
value. 

(6) The Graphic Charts and Exhibits 
Method—It is difficult to demonstrate 
certain product advantages by reference 
to the product itself. You must depend 
upon some other graphic means to enable 
the prospect to appreciate what she is 
missing. Thus a form of graphic demon- 
stration in which you use illustrative 
charts and pictures to prove your points 
is necessary. 

There are many ways in which a dem- 
onstration can be seasoned by little acts 
of showmanship to register each ad- 
vantage more strongly on the feminine 
mind. The best method is to list the 
main use values and advantages of the 
product you are selling; keeping in mind 
that you should at all times emphasize 
what the product can do more than what 
it is. After this list of main selling points 
is formed and arranged in the order of 
a good use-demonstration, consider little 
tricks that can be used to climax your 
demonstration of each point. For 
example, if you are getting over a point 
of the vibrationless performance of your 
product, stand a coin on its edge on the 
product top as it is running. 

One of the most powerful acts of show- 
manship is to dramatize the penny sav- 
ings made possible, by the economies al- 
most any home appliance makes possible, 
compared to the waste of being without it. 

The power of a penny is amazing, 
when you come to think of it. A penny 
will light a 40 watt bulb—for three and 
a half hours. It can move a ton of coal 
almost a mile, by rail. By sea, says 
Fortune Magazine, one penny can move 
a ton of coal fifteen miles. Saving pennies 
is nothing to be laughed at, when you 
paint them big and show how many of 
them your product will save each day. 
This is just one of many, many ways 
to dramatize the benefits, the use values, 
the savings which every women expects 
to get from any household appliance she 
buys. 

The nearer your demonstration comes 
to permitting the housewife to use it in 
her actual home conditions, the more ef- 
fective it is. Home trial, for example, is 
really the best form of demonstration and 
one that can, in reality, be very success- 
fully used. True, it ties up a lot of 
dealer capital and, when the appliance 
is easily moved, the hazard of “skips” 
makes it impossible. But home trial for 
such items as electric refrigerators and 
oil burners has worked out amazingly 
well. The present recrudescence of coin 
meter selling is, in effect, a method of 
use-demonstration. One could not call it 
selling because, for weeks, an insufficient 
part of the purchase price is recovered to 
pay even for the installation costs. 

The alert appliance dealer is going to 
think a great deal more about selling 
the product in the atmosphere of use in 
the months to come. A woman never 
thinks of buying a dress, until she tries it 
on. Nor does she think much of buying 
anything until she is privileged to try it. 
Instead of the dead, drab, still life dis- 
plays of appliances around his floors, the 
alert dealer is going to arrange a booth 
or a room where their use can be dem- 
onstrated each day and where women, if 
they desire, can come and practise upon 
them under actual home conditions— 
doing something or making something 
that will give them an emotional experi- 
ence of what the ownership of that prod- 
uct really mearts. 

Demonstration, gentlemen, is the most 
important consideration in retail appliance 
selling—get good at it. 
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LOUDSPEAKERS 
FOR UNDERTAKERS 


An undertaker in Indiana took on a side line of radio. 


He is an old and loyal subseriber to the Burialists’ 
Bulletin, which paper is devoted to such bright subjects 
as embalming. caskets, funeral etiquette and prices cur- 
rent in the undertaking industry. There is, however, 
nothing in it about radio. 


So our Indiana undertaker, who had turned radio 
dealer on the side, was confronted with the problem of 
looking elsewhere for information and counsel on that 
branch of his business, albeit he still remained an 
undertaker and still continued his subscription to the 
Burialists’ Bulletin. 


Here arises a moot point in business paper publish- 
ing. The point is, should or should not the Burialists’ 
Bulletin, upon discovering that radio is being sold to 
some extent by perhaps ten percent of undertakers, 
establish in its editorial pages a department devoted to 
this subject and go out soliciting radio manufacturers’ 
advertising ? 

This question has caused much bitter controversy. 


One school of thought contends that, once an under- 
taker always an undertaker, that the way to reach 
undertakers is through an undertakers’ journal, and 
that if undertakers are turning to radio, why, it is the 
journal's privilege and duty to publish articles on the 
subject and solicit advertising in this field. 


The opposing school of thought contends that cleav- 
age follows the line of endeavor. It is pointed out that 
undertakers are also furniture dealers, leaders of jazz 
bands, commanders of National Guard units, golf 
course architects, building contractors, church sextons. 
Boy Scout leaders and owners of inter-city bus lines. 
It hardly seems reasonable to expect the Burialists’ 
Bulletin to render adequate editorial service on these 
divergent activities, nor is it reasonable to argue that 
the manufacturers of merchandise and supplies need- 
ful in these activities could economically use space in 
the Burialists’ Bulletin as a vehicle for their advertising. 


Electrical Merchandising is daily engaged in arguing 
this question. Among our subscribers are not only 
undertakers but the proprietors of automobile agencies, 
hardware stores, department stores, electric light com- 
panies, electrical contractor-dealer establishments. elec- 
trical wholesalers, furniture stores, music shops, sport- 
ing goods shops. electrical specialty dealers, lumber 
companies and farm implement dealers. From among 
these and other groups we have won to our readership 
most of those who are vitally interested in electrical 
merchandise and in electrical merchandising. We 
serve them, fully and authoritatively, on this subject 
with text and advertising . . . . . And there we stop. 


Because we happen to have an undertaker among 
our subscribers we do not run a mortician’s department 
nor solicit casket advertising. Because some of our 
valued and very successful subscribers happen to com- 
bine electrical appliances and motor cars in his mer- 
cantile operation we do not attempt to tell the world 
how to sell and service automobiles nor do we solicit 
automobile advertising. Because some 2,300 depart- 
ment store men and 3,500 hardware stores are on our 
list we do not assume to be authoritative on the in- 
tricacies of department store and hardware store man- 
agement. We stick to our knitting—which is electrical 
merchandising. 


It is a big subject, too big to be covered even superfi- 
cially by a mere department in a journal devoted pri- 
marily to other lines of merchandising. 


That is why we are on earth. 


Electrical Merchandising 


A McGraw-Hill Publication, 330 West 42nd Street, New York 
Member ABC & ABP 


Statistical Barometers 


A DIGEST OF FIGURES INDICATING THE PROGRESS OF ELECTRICAL APP). 
ANCE SALES AND ELECTRICITY SALES PLUS STATISTICS PERTINENT 10 
THE OPERATION OF AN ELECTRICAL APPLIANCE SELLING BUSINES, 


ELECTRICITY USED BY HOMES 


Monthly sales of electrical energy to 
American wired homes as reported to the 
Edison Electric Institute: 


1,025,562,000 kw.hrs. 
April 1938... 979,905,000 kw.hrs. 
February 1934......... 1,122,776,000 kw.hrs. 
1906... 1,243,962,000 kw.hrs. 


Average annual consumption by wired 
homes: 


Year ended April 30, 1934....... 609 kw.hrs. 
Year ended April 30, 1933....... 596 kw.hrs. 


Average monthly electricity bill paid 
by wired homes: 
Year ended April 30, 1934..........++.. $2.75 
Year ended April 30, 1933 .....5--5465 2.77 


Average residential electricity rate: 


Year ended April 30, 1934. .5.42c. per kw.hr. 
Year ended April 30, 1933..5.57c. per kw.hr. 


ELECTRICAL EXPORTS 
INCREASE 


Preliminary figures on electrical appli- 
ance exports for the first four months of 
this year, as released by the Bureau of 
Foreign & Domestic Commerce, show 
generally a healthy increase over the 
same period in 1933. Washing machine 
exports showed a 116% increase, in terms 
of value. Refrigerators showed a 111% 
increase, while vacuum cleaners showed 
a 27% decrease. Export figures for the 
first three months of the year 1934 on 
radio sets show an increase of 127% in 
total valuation over the exports in the 
same period last year. 


IRONING MACHINES 


Sales of household electric ironers re- 
ported by 19 manufacturers to the Ameri- 
can Washing Machine Manufacturers’ 
Association: 


MAY 1906... 2,864 portable & 
6,083 table type 

1,026 portable 
2,847 table type 

19064. 3,558 portable & 
10,336 table type 

5,492 portable & 
6,326 table type 

February 4,224 portable & 
4,978 table type 


4,365 table type 
Saturation, January 1934—801,450 homes 
or 4% of total wired homes. 


WATER HEATERS 


Monthly billed sales of complete tank 
heaters, side arm heaters and miscellane- 
ous electric water heaters made by 11 
companies and reported to the National 
Electrical Manufacturers’ Association: 


3,307 units with a value* 
of $138,716 

Marek 1984...0.000% 2,110 units with a value 
of $92,354 

February 1934...... 1,651 units with a value 
of $55,848 

January 1934....... 1,556 units with a value 
of $55,919 


*Manufacturers’, not retail, value. 
*preliminary figure. 


RANGES 


Billed sales reported to the National 
Electrical Manufacturers’ Association by 
11 manufacturers: 


April 1934........ 14,477 ranges piey a value* 

March 1934...... 10,378 ranges with a value 

February 1934.... 5,575 ranges with a value 


of $397,164 
January 1934..... 3,611 ranges with a value 

of $255,490 

*Manufacturers’, not retail, value. 
Saturation, January 1934—1,147,750 homes 


or 9.5% of the wired homes with available 
range rates. 


HOUSEHOLD REFRIGERATORS 


Sales of household electric refrigerators 
estimated by the Electric Refrigeration 
Bureau with the assistance of the Na- 
tional Electrical Manufacturers’ Associa- 
tion: 


266,264 
82,439 


*All-time record month. 
Saturation, January 1934—4,900,000 homes 
or 24.6% of total wired homes. 

Individual manufacturers’ sales— 

Leonard—Shipments for its current fiscal 
year’s first eight months, concluded on May 
31, were said to be 68.3% greater than for 
the corresponding period last year. 

Norge—May shipments struck an all-time 
high of 27,000 units, it is announced. Ship- 
ments for the first five months of 1934 are 
said to be more than double those of the 
corresponding period last year. 

Westinghouse — April 1934 refrigerator 
shipments showed a 158% gain over the 
same month last year and tota! sales for the 
first four months of this year show an 80% 
increase over the corresponding period in 
1933, it is announced. 


SMALL-TOWN APPLIANCE 
SATURATION 


An indication of small-town applia: 
saturation and appliance market possi! 
ities is given in a recent survey amo 
small-town subscribers to “Woma 
World.” Questionnaires to over 37,: 
homes disclosed the following percentax 
as owing these six typical home ap; 
ances: 


Percentage 
Homes Own 


Glass coffee maker........... .30 % 
8.27% 
Mechanical refrigerator ...... 22.74% 
Vacuum cleaner 51.43% 
Washing machine............. 61.10% 
78.58% 


A companion study of brands of applian 
in these homes shows mail-order hous: 
brands in fourth and eighth places am 
washers, in sixth and seventh places amo: 
radio sets, but not in the first ten plac 
among other appliance brands. 


VACUUM CLEANERS 


Sales estimated by the Vaccum Cleaner 
Manufacturers’ Association: 


APRIL 1934.......... 65,526 floor cleaners & 
18,759 hand cleaners 
April 1933.............387,9384 floor cleaners 

(No data on hand cleaners) 

March 1934........... 78,475 floor cleaners & 
23,461 hand cleaners 

February 1934........ 54,000 floor cleaners & 
11,908 hand cleaners 

January 45,006 floor cleaners & 


14,802 hand cleaners 
Saturation, January 1934—9,643,568 homes 
or 48.5% of total wired homes. 


WASHING MACHINES 


Sales reported to the American Wash- 
ing Machine Manufacturers’ Association 
by its 31 member manufacturers: 


ccc 112,642 washers 
121,346 washers 
122,355 washers 


75,203 washers 
Saturation, January 1934—8,725,693 homes 
or 43.9% of total wired homes. 


OIL BURNERS 


Sales of household electric oil burners 
as reported by 149 manufacturers to the 
Bureau of the Census, Department of 
Commerce: 


... 4,865 shipped in the U.S 
. .2,822 shipped in the U.S 
3,480 shipped in the U.S 
3 4.......1,703 shipped in the U.S, 
January 1934........ 1,971 shipped in the U.S 
Saturation, January 1934—739,500 homes 
or 3.7% of the total wired homes. 


GENERAL BUSINESS ACTIVITY 


An index of business activity compiled 
weekly by Business Week. To save space 
we give only figures for the last week in 
each month. Normal activity of 100% 
is represented by such periods as No 
vember and December, 1929, and the end 
of June, 1930. 


66.4% 

66.4% 
64.9% 
February 1934 ......... 64.9% 
66.0% 


BUSINESS OUTLOOK 


The widely anticipated summer slump 
is about due. Although July and August 
business is uncertain, the outlook is en- 
couraging because of the resistance shown 
against the customary hot weather slump 
by dominant factors. 

Steel production’s recent dip is not as 
significant as might appear at first, sinc: 
steel mills slacken during summer months 
even in the best of years. This year the 
slackening takes place later than usual. 

Retail trade is distinguished by attacks 
on present price levels of semi-finished 
and finished goods. This is true in dry 
goods, in the service industries, in build 
ing materials and in automobiles. 

June and July automobile activity ap 
pears encouraging, with July schedule: 
to exceed July, 1933, production. 

Establishment of numerous labo 
boards gives promise of lifting clouds o: 
the labor horizon. If current labor con 
troversies are satisfactorily settled b: 
these labor boards, the fear of industria 
disturbances will be removed. 

Residential building has recently bee: 
reduced, but is still above last year. 

Power production for commerce, in 
dustry and homes continues high, thoug 
summer slackening of factory productior 
is bound to affect industrial electri 
power consumption this month. 

Carloadings are up and shippers expe: 
the third quarter of the year to show 
4.5% increase over the same period las! 
year. 

Farms are staging a comeback with 
farm income higher, land values rising 
and interest and taxes lower. 
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kn F you want to put new life into your radio look at the popular prices, and you'll agree that 
poe business, we suggest that you obtain complete here is a line of sets that will appeal to your 
om information on the new Westinghouse radio line customers...and will be a money-maker for you. 
from the nearest Westinghouse distributor. Westinghouse provides you with a set for every 
All-wave sets! Dual-wave sets! Compacts! customer’s needs, without great investment in 
- Table models! Consoles! Auto sets! Westinghouse, inventory. For complete information, mail the 
mp the oldest name in radio, provides a complete line coupon. Or better still, wire or phone the nearest 
ne that will sell... and that will make a substantial Westinghouse distributor for full details. Tune in 
nths 
1" profit for you. See them, listen to them perform, on new profits with the oldest name in radio! 
dry 
ap 
ule * 
ria 
ug! 
E N D T H C 0 U P 0 N F 0 R Radio Line 
COMPLETE DETAILS mmm 


4 EVERY HOUSE NEEDS WESTINGHOUSE 
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Imagine a butcher trying to satisfy his customers 


ham! It is just as impossible for an electric refriger- 


and make a satisfactory profit on nothing but 


ation’ dealer to make any real money with only a 
limited line. 


More and more, dealers are realizing the truth 
of this which, in a measure, accounts for the large 
number of dealers who have come to Kelvinator 
for representation. 


Logically, Kelvinator offers a bigger opportunity to 
make money. There are 17 models in the domestic 
line, but that is only HALF THE STORY because 
Kelvinator also has the most complete line of com- 
mercial equipment on the market to-day. 


But | want 
CHICKEN 


—not Ham! 


The Kelvinator commercial line includes water coolers, 
milk coolers, beer and beverage cooling, ice cream 
cabinets, air conditioning, oil burners, and cooling 
and condensing units of types and sizes for every 
commercial installation. 


With Kelvinator, every prospect for commercial electric 
refrigeration in your city is YOUR PROSPECT. The 
same is true of domestic electric refrigeration —and 
on both commercial and domestic you have a sales 
story that is without equal in the industry. 


Now is the time to DO SOMETHING ABOUT IT! 
KELVINATOR CORPORATION, 14250 Plymouth Road, 


Detroit, Michigan. Factories also in London, wr 
Ontario, and London, England. > 4 
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